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* A THRONE FOR THE KING OF JEWELS «x 


PLEXICLAS jewelry display by Byard F. Brogan, of Philadelphia, 
effectively combines matched wedding and engagement rings. 








PLEXIGLAS 


can be bent to any curve simply by 


heating; it can be sawed or carved 
like wood into intricate shapes; it can 
be machined, drilled and threaded 
like any soft metal, and cemented into 
colorless joints. Write for fabricating 


instructions. 





















































(), ALL precious stones, the diamond has been chosen 
to adorn the most romantic of rings—the most critical 


jewelry purchases of a lifetime. 


But whether your product is a milestone in men’s lives 
or a day-to-day need, PLEXIGLAS displays will help you 
sell it. Clear as fragile crystal, dainty enough for the 
sheerest hose, PLEXIGLAS displays are durable enough 
for everyday handling and sturdy enough for effective 


selling work. 


Piexicias is the trade-mark, Reg. U. S. Pat. Off., for the acrylic resin thermoplastics 
manufactured by the Rohm & Haas Company. 


Roum & Haas Company, Inc. 


222 WEST WASHINGTON SQUARE, PHILADELPHIA, PA. 


See PLexicLas and CrystaLitE in use at The Franklin Institute in Philadelphia 
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SP ITINERANT 


on TALON—Giant cut out bands with locket shadow boxes 
full relief figures with actual garments ¢ Plastic copy ribbon. 


RESERV E Yours N O W 
















More than 50 leading manufacturers supply WLS Itinerants 
at no cost except small incoming transportation charges. 


WLS itinerant displays are dramatic attractions with 


color ... illumination . . . action. Many have the new and 

Ss | ; } es exclusive mystery tables that show your merchandise from 

— . 3 al every angle. Get your share of these convincing sales pre- 

, i j sentations . . . showmanship for your windows that stops 
i ei Lit ql more people .. . sells more merchandise. 


FOR HICKOK—Mystery table action ¢ Full relief carvings com- 
bination flock and oil color finish © Full color lithographs. 










FOR 1847 ROGERS BROS.— 


Carved bride, bridal bou- 
FoR “KIRSCH—Miniature windows with carved aunties, quet and floral wreaths. 


actual curtains © Carved figures ¢ Colorful Decorative Sug- 
gestion Portfolio. G 
ILLUSTRATED 


MYSTERY TABLE 
STRUCTURAL BEND 
AND 
PLAQUE FOLDERS 

















FOR TALON — Mystery 
table action * Carved 
floral decorations «¢ 
Plastic ribbon. 


W. L. STENSGAARD & ASSOCIATES, Inc 







346 N. JUSTINE AVE., CHICAGO, ILL. © NEW YORK OFFICE, R.C.A. BLDG., ROCKEFELLER CENT 
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GET YOUR 


ree COPY 


OF THIS NEW 
HIT PARADE CATALOG 


This distinguished 24 page catalog, just off 
the press brings you a galaxy of sales-building 
stars for your spring and summer seasons. 
It is packed full of new ways to inject warmth 
and selling power into your displays — new, 
distinctive designs and materials. Glance over 
the typical items shown below, then write 
today for your copy of this catalog, attention 
Dept. D-3 
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(Left Top) Scotty Dog Set — Everyone loves Scotty 
- his eye appeal means buy appeal. In Red, Black, 
White and Green on Light Blue Tone-Craft. 40” x 
60”, per set, complete, $3.45. 
(Left Center) Complete that summer scene with this 
White Picket Fence — die-cut from white Tone- 
Craft. 20” x 20’. Per Roll, $2.50. 
(Left Bottom) Interesting backgrounds are provided 
by processed designs on Tone-Craft: Stonewall, 
rolls 40” x 30’ (illustrated) and Chestnut Fence, 
rolls 60” x 20’. Per roll, $4.95. 
‘Below Left) Open the door to sales with the 
Garden Gate Panel. Four striking colors on light 
blue Tone-Craft. 40” wide, 72” high, per panel, 
$2.95. 
(Below Right) Refreshing salt air in this Seascape 
forecasts extra summer sales. Printed on Tone-Craft 
‘soft glareless surface on corrugated backing) in 
light and dark blue, and white. 40” x 28’, design 
repeats every 7 feet. $5.95. 
















SHERMAN PAPER PRODUCTS 


CORPORATION 
NEWTON UPPER FALLS - Dept. D-3 * MASSACHUSETTS 







MAKERS OF NU-TRIM 
AND CORRUGATED SPECIALTIES 















Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 


MERCHANTS RECORD AND SHOW WINDOW 
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In my opinion, 1940 will see display featured as 
one of the greater forces in retailing. Those who 
are responsible for display are gradually throwing 
off their inferiority complexes and are insisting, 
and rightly so, that display is as potent a force 
n selling as any of the other more accredited 
media. Give displaymen the cooperation they 
deserve, mainly an adequate budget, and they'li 
quickly prove the worth of their medium. 1940... 
should be an opportune time in which to give dis- 
play the signal to '‘go.''.. . Morton Simpson, vice- 
oresident, Burger-Phillips, Birmingham. 








OUR NEXT ISSUE 


Two special treats are in store for DISPLAY 
WORLD readers in the April I5 issue. First, 
two pages of breath-taking displays by Mal- 
colm J. B. Tennent, Meier & Frank Company, 
Portland, Ore., together with complete descrip- 
tions of colors, construction, and so on. Second, 
two pages of dramatic displays from the fa- 
mous Palm Beach Shop of the Goodall Com- 
pany, just in time to g:ve you new and lively 
ideas for those summer apparel windows and 
interiors. . . . The regular features appear as 
a matter of course. 


THE COVER 


This month's cover illustration is of a display 
used within the past couple of weeks by a very 
well-known Los Angeles department store whose 
publicity policy is to remain anonymous when 
reported in the trade field. Titled “A Man's 
Slant on Clothes,"’ the display was designed with 
impeccable taste and installed with attention to 
detail. The protractor and triangle were made 
of wood and painted aluminum. This was one of 
the "1940 Modes of Spring’ windows discussed in 
the Los Angeles article elsewhere in this issue. 
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TEXTURITE dis-PLASTIC 


... the new cellulose acetate plastic NOW 
FABRICATED into most any shape or form 
FOR SUMMER PROMOTIONS, to create realism and 


effects never before obtainable with any medium, we 
offer, featherweight, unbreakable, non-inflammable— 


Radiating Colorful Tropical Fish 
Clear Transparent Globes 

Natural Color Sea-weeds 
Translucent Sea-shells 

Aquatint Panel in & Color Relief 
Shimmer-sheen Water Ripple Effect 


Available through forty distributors in United States and 
Canada or write us for name of nearest one to you. 


J. M. GORDON G@G CO. 


189 GREENE STREET, NEW YORK CITY This complete unit available at Carson, Pirie & 
Scott Wholesale, Fixture Dept., W. Adams St., 
PIONEERS OF PLASTICS FOR DISPLAYMEN Chicago. 





























DISPLAY MATERIAL 






Win-do-dec is a colorful corrugated paper 





that is used for window and interior store 
decorations. 
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This display material is available in a variety 
of colors that makes it possible to blend with 
almost any color scheme already identified 
with a product. 


Send for color samples and price list. You 
will find Win-do-dec reasonable in cost, beau- 
tiful in appearance and highly successful in 
attention-drawing display value. 










MANUFACTURED BY 


REECE 
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wae” THE AJAX BOX COMPANY 


2210 South Union Ave., Chicago, III. 
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Wasson Wheels West 


Mermod, Jaccard, King—or “Jaccard’s,” 
as most St. Louisans refer to the well-known 
jewelry firm—recently celebrated its one 
hundred and tenth anniversary. Plans were 
made for an elaborate promotion in honor 
of the event, and perhaps the most interest- 
ing phase of the affair was the part assigned 
to display. 

In selecting a theme tor the promotion 
Miss Thelma Martin, 
William R. Oliver, display 
Oliver R. Wasson, vice-president and mer- 


publicity director, 


director, and 


chandise manager, had a rich source o1 
which to draw. The drama and romance ot the 
St. Louis of a century ago offered plenty 
of opportunities for “background” 
which the growth ot Jaccard’s would stand 


against 


out in pleasant contrast. 

“Wagon Wheels West” was the final se- 
lection, because the rumble of wagon wheels 
was perhaps the most familiar sound in the 
St. Louis of 1829 when Louis Jaccard 
opened a little jewelry store down near the 
levee. Our pioneer fathers had started their 
pilgrimage into the great and_ practically 
unknown lands west of the Mississippi. All 
pathways from the East converged on St. 


Louis—a busy frontier town of some 6,000 


population, where coonskin-capped hunters 
from Kentucky and Tennessee rubbed shoul- 


ders with buckskin-clad French tr 
rivermen, army officers in blue ane 
Indians, and merchants in long-tailed 
skin-tight trousers, and beaver hats 
St. Louis the wagon trains. starte: 
long, hazardous journey across the 
The wagon wheel was  symbolical 


appers, 
1 gold, 
coats, 
From 
1 their 
plains 
ot the 


times, and as such it was chosen by Jac- 


card's as the nucleus around which t 
the firm's anniversary promotion 

\ dozen windows were masked o 
wall board which had been painted 
and cut out in a semi-circle. In eac 
opening was fitted a giant wagon 
weather-beaten and with an occasiona 


missing, placed close to the front 


—Four of the twelve "Wagon Wheels 
displays are pictured below. The wi 
except for the semi-circle containing the 
were masked off with black wall board. 


» build 


ff with 
black 
h such 
wheel, 
lL spoke 
ot the 


West" 
ndows, 
wheel, 


Each 


contained a background painting representing 


some historical scene or event from th 


e past 


of St. Louis. Other window titles in this series 


were as follows: “The Old Cathedral;' 


' "The 


Old Rock House;" "Veiled Prophet Parade, 


1878:"" "Lucas Place, 1890;" ‘The St. 
Fire, 1849;"' "The Old Courthouse, 


Louis 


1850;" 


"Civil War, 1861;"' ‘“Jaccard's, 1859.'' William 


R. Oliver is display manager— 


window. Back of each wheel were arranged 
low, curving plateaux on which rested the 
featured jewelry, silverware, gift items, and 
the like. 
but each consisted of a painting depicting 


Every background was different, 


some scene of the past, ranging in date trom 
1829 through 1939 The paintings were in 
rich but mellow hues and served pertectly 
to set off the merchandise and to harmonize 
with the general theme. 

\mong the scenes were the four pictured 
here: the landing of the Robert I Lee at 
the St. 5; the 


Grand and Olive streets, 1850; a wagon train, 


Louis levee, 187 corner of 


1829: the St. Louis world’s fair, 1904 
\ series of advertisements appeared regu 
larly in St 


some institutional and others ot a merchan 


Louis papers during the event, 


dising nature, while demonstrations ot gem 


cutting and silver ¢ 


asing were held each 
dav in the store 

The angle trom which the entire promo 
7 


tion was handled had an immense appeal tor 


St. Louisans. Many comments were received 
by store executives on the charm oi the win 
, 


dow displays and the thoughtfulness with 


which a dignified merchandise presentation 
was made in conjunction with scenes from 
hers 


ol school teat 


the past. \ number 
brought their classes to inspect the displays. 
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Springs Claims Manhattan 


Despite the vagaries of the weather, Man- 
hattan’s displaymen are 


with their preparations for the official debut 


going merrily on 
of spring which will usher in the 1940 Easter 
parade. With this holiday pushed up to such 
an early date on the calendar shopping time 
for Easter finery must necessarily be lim 
ited. Bearing this in 
have their best 


mind, local stores 
fashions for 
windows and the effect is 
While spring plays at 
March and 
green grass and budding trees seem months 
howeve1! 


been putting 
ward via thei 
gay in the extreme 
with the 


hide-and seek Ides ot 


thousand flowers bloom 


in the synthetic sunshine of win 


away, a 
artificially 
dow spotlights, and here and there along the 
catches an early glimpse of the 


Faster 


avenue one 
bunnies and [aster eggs and giant 
baskets that mak« 
all seasons in display. 
Well-timed the gay 
proaching [aster parade was Russek’s large 
Fifth “Chic little Hats 
. for our Black Bengalines” as charmingly 
Miss Olena Criste, director ot 


this one of the gavest ol 
mood of the ap 


avenue window otf 
presented by 
display, in the first photograph. 

Placed well to the foreground of the win 
dow was an immense old-fashioned nosegay, 
white flowers in a 


composed entirely of 


range of sheer fabrics such as organdy, net, 


lace, mousseline de soie with starched 


lace used for the frilly border; a big taffeta 
bow of springlike green tied the center. The 
flowers were easily recognizable as_ lilies, 
roses, poppies, and the more sophisti 
Colorful 
little hats perched on 
through 


formed the base 


tulips, 


cated orchids against this back 


ground were the gay 
stems drawn 


white-wrapped wire 


the wire mesh disc which 
The entire unit was tilted 


back slightly against a heavy wire easel fot 


for the bouquet. 


By KATHLEEN RIVERS 


Worsinger Window Service, New York City 


support. The flowered wallpaper background 
repeated the black and white of the fashion 
promotion—the floor finished in solid black. 

\ modest statement by Miss Criste to the 
effect that the window pulled “pretty well” 
was more than substantiated by the numbet 
of interested spectators who lingered betore 
the glass. For the week following the mil- 
linery showing, this same unit was used fot 
of new spring footwear with the 
The bouquet was 


a display 
same successful results. 
executed by the Fenton Davis Studio. 
“Macy's had a little lamb”—in fact, dozens 
of little 


WW ay across 


lambs ddncing and _ frisking 


front and side windows and 


their 


throughout the entire store to the lilting 
tempo of the promotional theme—“Macy’: 
Heralds Spring on Herald Square.” For th 
six windows of the Broadway stretch, Dis 
play Director Irving C. Eldredge create: 
large shadow-boxes tramed in fluted, lace 
edged paper doilies run through with paste! 
blue which the plaster lambs 
were miniature scenes of Man 
hattan in the spring sallying forth for 
a round of shopping trying on thei: 
Kaster bonnets in gay little hat shops 

and posing like seasoned debutantes at little 


ribbon, in 
shown in 


cafe tables. 
“Macy's sends vou out, fresh tor fashion, 


in an inspired collection of Pastel Browns” 
text in the window 

illustration) which like all of this 
used a color scheme of Easter egg pastels in 
white, and blue. Dressed in their 
frivolous Mrs. half- 
grown offspring emerge from the blue mar- 


continues the (second 


series 


vellow, 
best, Lamb and_ her 
quee entrance of a swank apartment into a 
fashionable city street painted on the back- 
ground in verdant greens and blues. Wall 
panels flanking the shadow-box are finished 
in the blue and banked with a variety of 
and blue flowers growing 
from shallow plateaux. A similar 
flower arrangement is centered between the 


vellow, white, 


curved 
mannequins, with feminine accessories, in- 
cluding a blue lace fan, strewn among the 
flowers and around the platform. 
Accessories in the bluest navy blue to 
give character to your Pastel Browns” were 
highlighted in the window adjacent to this, 


—Above, by Miss Olena Criste, Russeks. .. . 

Left, by Irving C. Eldredge, R. H. Macy & Co. 

. + (All photographs by courtesy of Worsinger 
Window Service, New York City) — 
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where the setting was varied slightly to 
show accessories cascading down a yellow 
ramp extending from the edge of the shad 
ow-box to the window foreground. Perched 
on either side and tilted forward with the 
pitch of the ramp were streamlined yellow 
flower pots with three-quarter mannequins 
bursting out of the lacy frills to hold aloft 
navy accessories to their brown suits. 

A third window offered daytime costumes 
in the pastel browns, with navy coats and 
suits defined with “sharp, deft touches ot 
Scarlet and Keliy Green” as the fashion 
theme of the three remaining. 

Lighting effects for these displays were 
varied with the merchandise colors and also 
influenced by the locale of the miniature set- 
tings—the entire bank of windows, especially 
when seen at night, almost fantastically gay 
and springlike. 

“In the Mood of the First Flowers 
the rustic tweed interwoven with glowing 
Tulip Tones” made the delightful heading 
used by Display Director Haslett M. Glaze 
brook for a series of several fashion win 
dows at De Pinna, as seen at the upper left 
on page 7. Huge, full-blown tulips of 
sheerest white organdy with stems and 
fronds of delicate green brought an almost 
tangible breath of spring into the windows 
Hollow tile bricks with their natural terra 
cotta tone brushed lightly with white served 
as containers for the flowers, and piled in 
formally on a patch of pale green sisal mat- 


ting served as displavers for a number of 


well-chosen accessories. In contrast to the 
white walls the floor was finished a gleaming 
mirrorlike navy, repeating the accessory 
color and lending perfect contrast for the 
white flowers. 

The casual drape of the coat held so light 
ly by the mannequin vet lending rhythmic 
sweep to the setting the winsome touch 
of navy ribbon on the white card scroll. . 
and the appropriateness of the fragile white 
tulips so perfectly attuned to the Faster 
season . . . all were details that figured 
largely in the success of this lovely promo 
tion. 

“March comes in like a British Lion 
with a fine collection of London Suits” was 
the doubly significant title used by Display 
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—Upper left, by Haslett M. Glazebrook, De 

Pinna's. . . . Center, by Robert J. Riley, Berg- 

dorf Goodman. . . . Upper right, by Maurice 

Rosenbloom, Bamberger's, Newark. . . . Right 

center and lower right, by Tom Lee, Bonwit 
Teller— 


Director Robert i; Riley, Bergdort Good 
man, as a challenge to blustery March 
weather and in establishing the fashion sig 
nificance of a promotion of imported spring 
suits. (Center photograph, page 7.) 

Stern visaged stone lions bearing a strong 
resemblance to their Trafalgar Square cous 
ins lorded it over each window, subdued for 
the moment by the charms of the well 
dressed mannequins posed fearlessly beside 
them. For a lightly humorous touch one of 
the beasts wore a pink jewel studded pin 
tucked into the stone mane over his stone 
heart, another chewed ruminatively on a 
costly baum martin seart, and a third stole 
the show with a flower tilted rakishly over 
one ear. 

Floors were all laid with asphalt shingles 
and the text throughout the seven windows 
was inscribed with true British formality on 
gilt edged white cards. Warm lighting was 
used to bring out the brown and beige color- 
ings of the suits, with accessories in har- 
monizing shades of navy and brown also fea- 
tured. 

With the inspiration of a big “suit” spring, 
Bamberger’s created the novel and interest- 
ing jewelry display shown at the upper right, 
page 7, in two of the small shadow-box 
windows bordering the main front entrance. 

The section of the black wall board suit 
cut-out is finished with a lapel of black 
suiting fabric outlined with saddle stitch- 
ing—or tailor’s basting—in white yarn. <A 
bow of the varn tacked to the shoulder has 
“loose ends” carrying the eve to three of the 
gadgets placed on a graduated line against 
the black background. 

The deep window trame is finished in 
black and covered with fresh white eyelet 
embroidery reminiscent of the lingerie 
touches on the season’s new dark costumes. 
“Pick Pocket Pins—for your new _ pocket 

[Continued on page 40] 
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mericana’ Iheme Timely 
For jpecial Displays | 


By LASZLO GABOR 
Kaufmann Department Stores, Pittsburgh 


oe 


Each season brings the customary sear 
on the part of store executives for an appr 
priate theme on which to base promotioi 
activities. The beginning of 1940 was 
exception, but, unlike many past occasion: 
this season we have a natural promotio 
tie-in which can be used by practically ai 
store in any part of the country. 

“Red, White and Blue” could well serve 
the slogan of the promotion; other phras« 
might include “Typically American,” whi 
was the title we used at Kaufmann’s, “Ame 
icana,’ and the like. Basically, the idea 
to focus the attention of the shopper or 
things American, in line with the increase 
interest the average shopper is showing 1 
her own continent. 

This interest, by the way, is plainly trac 
able to the conditions in other lands. The 
American is brought face to face with the 
fact that he or she is a very fortunate per 
son, with no bickering neighbors on eacl 
border, with plenty of food and clothing and 
the other advantages of a peacetul land 
The sight of the flag snapping in the breeze 
takes on a deeper significance. It seems 
very apparent that this attitude has resulted 
in more appreciation for the American Ife 
and the things that go with it. 

In the past we have seen a number ot ex 
cellent display promotions in which a similar 
theme formed the basis for the presentation, 
but this year should be still better because 
the interest is greater on the part of the 
shopper. Particularly is this true of resort 
and vacation apparel, because of the cur- 
tailment of travel to European countries 

This type of merchandise was promoted 
in the “Typically American” series of dis 
plays used recently here at Kaufmann’s, and 
with splendid results. Each of the five win 
dows in the battery contained a large show 





card bearing the above-mentioned heading at 
the top and followed by the words, “Red, 
White and Blue,” flanked by stars. The re 
mainder of the card indicated the spot for 
which the apparel was especially appropri- 
ate, such as “Down Mexico Way,” “The 
‘Favorites’ at Hialeah,” “Dancing in Cuba,” 
“At Play in California,” and “Bon Voyage.” 

Dramatic lighting was used for each win 
dow, depending primarily on spotlights for 
the illumination, with colored light being 
used extensively for atmospheric effects and 


—Tilted flooring and background gave an im- 
pression of two ship decks in the "Bon Voyage" 
display, with swimming pool and deck tennis 
court painted in; spotlighting was in amber. | 
A staircase leading to an imaginary | 
grandstand, sand-covered floor, and a giant 
cactus of starched green paper formed the 
props for a Hialeah setting. .. . ‘Down Mexi- 


co Way" was represented in a display employ- ' 
ing a background of simulated adobe and 





stones covered with Aztec carvings— 





ror 
ng 
nd 
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—Great care was taken in this series of "Typ’- 

cally American’’ displays to create settings 

which were very natural in appearance. A 

complete description of the windows, as given 

in the accompanying article, is well worth 
reading— 


to point-up apparel colors, which it is need 
less to say conformed to the slogan. 

It will be noticed that especial pains were 
taken throughout this entire series of win 
dows to insure as much of a natural atmos 
phere as possible. An interesting example 
of this is secn in the first picture on page 8, 
showing a display of “Bon Voyage” clothing 
and luggage. This was designed to repre 
sent two figures on the boat deck of an ocean 
liner. The flooring was tilted slightly, being 
higher at the rear. A ship's rail was placed 
so that it nearly touched the plate glass on 
the interior of the window. The background 
proper was also tilted a bit and so painted 
as to resemble the “game deck’ of a liner 
Swimming pool, deck tennis court, and othe: 
familiar scenes were painted in on this back- 
ground. Several miniature figures, cut from 
paper and standing in relief against the 
deck, were scattered about. The upper por- 
tion of the backwall was done in deep blue 
to represent water. Spotlighting of a warm 
amber hue was focused on the central por- 
tion of the window. 

A sand-covered floor, giant green cactus 
made of starched green paper, and a stair 
case apparently leading to a= grandstand 
above formed the setting for “Hialeah ‘Fa- 
vorites. " A swirl of action was supplied 
by an American flag which was kept in flut 
tering motion in the background. 

“Down Mexico Way” was the title of one 
display, and with its representation of Azte« 
carvings on the background it was particu 
larly colorful and interesting. The wall was 
finished to resemble stones held together 
with adobe. Its colors were yellow, dark 
brown, dark red, and crimson. The figure of 
a Mexican, seen in the doorway, was en 
tirely of paper and painted in bright wate 
colors. The spotlights were filtered through 
red-yellow and orange-yellow. 

In the window featuring California play 
togs, as seen at the upper right, the floor 
was covered with a pebble-cloth of a sand 
hue, on which stood palm trees made. ot 
brown burlap and paper in the usual colors 
The background represented a sea-scape, 
with a yacht and sailing vessels, made ot 
paper and bamboo, appliqued in position on 
the blue water. The perspective treatment 
of the background gave the window an esp¢ 
cially interesting effect of great depth. 

\ large corner window was given over to 
an elaborate setting for “Dancing in Cuba.” 
Tropical vegetation was used profusely. In 
addition to a sand-cloth covering, the floor 
was strewn with pebbles. The mannequins 
were so arranged as to appear as if in a 
patio, and this effect was increased by th 
stucco finish of the columns and wall board 
background, the simulated wrought iron bal 
cony railing, and the like. The lighting was 
nocturnal in character. 

The other portion of this Cuban setting is 
seen in the illustration at the right. It was 
given the same treatment as described in the 
Paragraph above, except that more direct 
spotlighting was employed 
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Is Los Angeles Theme 


By HERB CROSS 


"Dick" Whittington, Photographers, Los Angeles 


In a scene as colorful and stirring as the 
most gala Hollywood premiere, Los Angeles’ 


“1940 Modes of Spring” fiesta made its debut 
rivaling the Christ 
Spanish 


betore a huge throng 
downtown 
spotlights 


dramatic un 


rush in the area. 


mas 
giant from the 


announced the 


troubadours and 
movie studios 


veiling of the store windows. <A surprise 
eature, which made this spring’s “modes” 
more than usually interesting, was the dis 
play of men’s and children’s clothing, which 

many instances claimed attention equal 
to that given the new and fascinating wom 
en's apparel 


\nimated window displays, such as those 


presented each Christmas, were shown in 
many stores Living models, real spring 
Howers, and tinseled Easter eggs were 
among the typical properties. The = styles 


themselves, and the way they were presented, 
were as bright as the street scene outside the 


windows item of second- 


If there was any 
ary interest in the array—in addition to 
spring—it was the feeling of desert warmth 
or the contagious languor of the Mexican 
nfluence. 
This “Modes ot Spring” celebration was 


without doubt the most outstanding and im 
portant event of its kind ever staged by the 
downtown stores. In order to stimulate in 
the preparation for the 
window display contest was arranged exclu 
limited 


terest in show, a 
sively for the smaller stores whose 
display budgets has heretofore kept them in 
The judges for this 


the background. con- 


test were the display managers of the six 


leading department stores, with Stuart Ray- 


The 
idea behind this contest was to have not only 
the large displays but all windows 
throughout the area at a peak of perfection 

which was the evening of 
The latter plan turned out to 
real Window 
found fun and profit in the occasion by en- 


mond, The Broadway, at their head. 
store 


at one time 
the unveiling. 


bea success. shoppers also 


tering a prize contest wherein window mer- 


chandise was matched with corresponding 































sketches from a local newspaper. 


Harvey Pettit, J. W. Robinson Compan 
patterned an eye-catching window around 
Elizabeth Hawes’ popular book, “Fashio: 


in Spinach.” The famous American dress d 
signer strayed from revealing the wrongs 
ot the fashion field long enough to desig: 
some Brewster hats, and Pettit applied th: 
connection between the author and the hat 
beautifully. A gargantuan edition of thx 


\ 
rASHION 
SPINACH 










book was used in the display, but those three 
words, “Fashion is Spinach,” never failed to 
arrest the shopper’s attention. Two dress 
maker forms supplied a bit of humor to the 
foreground, had = an 


a pin 


window; one, in_ the 
external heart which was in reality 
cushion. From the neck emerged a bouquet 
of flowers with a pair of scissors sticking 
in their midst. A tape measure, spools ot 
thread, and other “tools” were 
about. A colorful bolt of cloth was wound 
around the form and rose to the top of the 
book, where another form was placed. Th 
theme of the window and the way in which 
it was carried out was exceptionally fine 


scattered 


The majority of spring hats shown were ot 


straw. Accessories for the head pieces were 


—''Fashion is Spinach" makes the tie-in used 
by Harvey Pettit, J. W. Robinson Company, in 
the above display. A reproduction of the 
book's cover formed the background. ... At 
the left is a representation of a Japanese gar- 
den, by Carl W. Ahlroth, The May Company. 
Natural flowers were used in profusion. . 

(All photographs by courtesy of "Dick" Whit- 
tington, Photographers, Los Angeles) — 
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—The mannequin peering between swinging 
doors is part of a display designed by James 
David Buckley, Saks-Fifth Avenue, Beverly Hills, 
to symbolize the American ballet ‘Ghost 
Town." . . . Active figures dressed for active 
occasions were featured in a series of windows 
by a famous store whose publicity policy pre- 
vents its identification here. . . . The final dis- 
play is for Wedgwood tableware—by J. Roy 
Stewart, Barker Brothers— 
Shalimar jewelry, 
gloves. This window was brightly illumi- 
nated. (See first photograph.) 
Old or young, rich or poor, there's hardly 


perfume, purses and 


a person who fails to pause for a second 
glance into The May Company's spring win- 
dows which foresee “Romance After Dusk” 
with settings taken from a Japanese garden. 
In the presentation pictured here, a profuse 
application of flowers from Nippon makes 
the scene exquisite. Potted plants of azalea, 
hyacinth, peach blossoms, and primrose ap- 
pear to be growing from the foliage on the 
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“ohost” was in them. “No Minors Allowed” 
was painted on the doors. This entire scene 
was veiled, ghostlike, by a fine net. The 
accessories in the window were a_ ladies’ 
handkerchief, tied to the bar rail, and a 
purse and shoes set on the floor of crushed 
gold metallic paper. 

An innovation in the display department 
of a prominent store, which prefers to be 
unidentified, is the use of mannequins in 
“motion —an entire series of windows pre- 
senting active figures dressed for different 
occasions. Each window in the series also 
carried a garden theme. In the corner of 
the display shown here is a large plant sur- 
rounded by a lawn and brick curbstone 
which doesn't stop with reality, but con- 
tinues on to the background which is painted 
bright colors and dusted with gravel from 
the “street.” In another window, the figure 
appears to be stepping out of her home into 
the garden. A veneer staircase in the back- 
ground suggested the home. The lights and 





floor of the window. A figure dressed in an 
evening gown stands on a bamboo bridge 
overlooking a graceful swan floating on the 
mirror pool below. A bamboo archway, 
topped by characteristic Japanese woodwork, 
frames the other mannequin. «An idea ot 
the finesse of this display is found in the 
appliance of a cut-out symbol of the famous 
Japanese flower 
EKarth-Man.” These circular designs were 
placed in various locations throughout the 


arrangement, ‘“Heaven- 


display. The illumination was in a very 
low key. Carl W. Ahlroth is display man- 
ager. 


€ 

James David Buckley, Saks-Fifth Avenue, 
Beverly Hills, hit the jack pot again with a 
splendid series of windows, each telling the 
story of some well-known one-act play or 
ballet. The window pictured here interprets 
“Ghost Town,” an American tolk ballet. The 
mannequin, dressed in an evening gown, 
peers through the swinging doors of an old 
“Wild West” saloon. A pair of riding boots, 
one standing on the floor and the other 
perched on the bar rail, completed the saloon 
theme. The position of the boots was so 
natural that one could readily believe that a 





shadows were so cleverly manipulated in 
this series that the passerby would think 
that sunlight itself was used in the illumi- 
nation. Sportswear accessories and another 
complete outfit of cardigan, skirt, shoes, hat, 
etc., were used in the window illustrated. 
Manners and customs vary with the vears, 
but the romance of early history still lingers. 
The setting of this “Historical Calitornia” 
chinaware window is one of the old missions 
that held such a prominent place in the 
growth of the West. J. Roy Stewart, Barket 
Brothers, arranged a characteristic adobe 
brick archway at one side of the display 
enriching it with native shrubbery. On the 
background hangs a large dish which pie 
torializes the story of the missions The 
accessories in the window were particularly 
interesting. An old wagon wheel lies at one 
side with dishes suspended around its metal 


tire. The candlesticks which supplied the 
fathers with their only illumination were 
other attributes \ statue of a guardian 
angel hovers over the entire display Phe 


lighting in this window was a mellow amber 
and biue. 

\n unique “angle” was used by a promi 
nent store to present a series of men’s wear 
windows. Titled “A Man's Slant” on clothes, 
it was one of the “Modes of Spring” offer 
ings and is pictured on the cover of this 
issue. An engineer's protractor is pierced at 
forty degrees by a triangle on which the 
cut-out words, “A Man's Slant,” were placed 
Both instruments were made of wood and 
painted aluminum Sportswear that gives 
warmth without weight was the merchandise 
\ potted plant at the 
window 
color—the “California Way.” 


shown in the display. 


background gave the additional 


Testimonial Dinner 


For Rosenthal 

\ testimonial dinner is to be given Harry 
Rosenthal, chairman ot the board, Men's 
Wear Display Guild, New York City, at the 
Hotel New Yorker on May 5, by the free 
lance display organization. Rosenthal has 
been engaged in the free-lance business for 
over thirty vears. 


Historical 
California 


WEDGH DUD j 
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Display At Burdine’s 


(Editor's note: At the time this article was 


written, no photographs were available to 


illustrate the excellent display work being 


Burdine’s under the direction ot 
Eastham. \ 


published in an early 


done at 
Harry 
graphs will be 


group of such photo 
issue, 
however.) 

First of all, our display department set-up 
into four main divisions. 


is broken down 


These are as follows: window display, dis 
play art shop, the sign shop, and the intra- 
promotion department. Each of these sec 
tions has its own manager, who is direct, 
responsible to the display director. 

Phe personnel consists of six persons in 
the window display department proper, three 
in the 


three 


art shop, two in the sign shop, an] 


more in the intra-promotion depart 


ment—not including the writer. In = addi 


tion we have one displayman at our Miami 


Beach shop. 


The Beach Shop displays, it might be 
come under the direct 


mentioned, supe 


vision of the display director. 


We have 


main store, plus nine windows at the Beach 


twenty-eight windows in our 








By HARRY EASTHAM 


Burdine's, Miami 


windows are changed once a 
with the exception of our Flagler 
street windows which are changed twice a 
week. 

Members of the 
7:30 in the morning until 4 in the afternoon, 
with individual 
specializes on lighting and who necessarily 


Shop. All 


week 


department work from 


the exception of one who 


works at night. Intra-promotion, sign shop, 


and display art shop people work from 9 


a.m. until 5:30 p. m. 


—Below, left hand column, an "Old South" 
display by H. L. Kauffman, C. H. Yeager, 
Company, Akron, to tie in with "Gone With 
The Wind." ... This is followed by a garden 
fence setting, backed up with a low stone wall, 
by Del Heizer, Mabley & Carew, Cincinnati. 
. . « Right hand column, Heizer chooses natural 
tree stumps and big flower baskets of straw for 
another millinery display. Charles W. 
Davis, O'Connor, Moffatt Company, San Fran- 
cisco, created the "Gone With The Wind’ 
setting at the lower right. ... ''Comuras" were 
featured in the decorative scheme, as was the 
case with the display by Kauffman described 
above— 


We have an appropriation for each de 
partment, this broken down as_ fol 


lows: 


being 


a. Salaries. 
b. Fixtures. 
c. Supplies. 
d. Repairing. 
e. Traveling. 

\s for the actual operation of the displa) 
division: Each week a window and interio: 
display meeting is held in the office of the 
general merchandise manager, at which time 
display promotions are planned. These meet 
ings are held each Monday and the promo 


tions for the following week are laid out at 
that time. 
our regular work outlined for two weeks in 
advance. On store-wide promotions or spe 


By adhering to this plan we keep 


cial events, plans are made as far as_ six 
weeks in advance. This arrangement gives 
the display department ample time in which 
to prepare suitable settings and to attend to 
the thousand-and-one things which are con 
tinually cropping up in connection with such 
events. 

\fiter the schedule is set up the windows 





are assigned to various displaymen. In this 
particular branch of the department we have 
men who specialize in various phases of dis- 
play such as men’s wear, women’s wear, ac- 
furnishings, and the like. 
The reason that we have specialists in each 
division is because we feel that under this 
arrangement each man can do a better dis- 
play job if he mer- 
chandise than he can 1f his efforts are scat- 
tered over departments that are not related. 
This method gives him a chance to become 
thoroughly acquainted with one type of mer- 
chandise; he works with it day after day 
and he learns to bring out the*best in the 
display oi that type of merchandise. 


cessories, home 


works on one type cf 


ach man, after his windows are assigned 
to him, gets in touch with the manager of 
the department whose articles are to be dis- 
played. 
then selected as to size, color, price, and the 
amount is then 
sent to the pressing room, as all merchan- 


The merchandise for the display is 


needed for the window. It 
dise (except hardwares) must be pressed be- 
After it has 
been pressed it is then sent to the display 
department, where it is kept in a large dust- 
proof cabinet until it is 


fore it is used in a display 


ready to go into 
the window. 

The buyer gets the original slip, the dupli 
cate goes to the copywriter, and the tripli- 
cate is retained by the displayman who is to 
do the actual installation. 

When a displayman is to do a style win- 
dow, he shows the merchandise to the stylist, 
She then helps 


or she selects it with him. 


Two lovely displays by H. L. Kauffman adorn 
the top of this page. The one at the upper 
right had a background done in forsythia and 
white. The garden implements were in a vivid 
pink, with the two flower pieces in green, white, 
and cerise. . . . At the lower left is one of a 
series of five millinery windows featuring new 
colors. This is the work of R. K. Pugh, Lonine’s, 
St. Louis. A large music note served as a 
base, with smaller notes suspended from spirals 
of wire. . The display at the lower right 
has a background of magenta, before which 
stood a tree bearing bags. An Easter egg 
at the foot of the tree displayed accessories; 
created by J. C. Nichols for John Wanamaker- 
Philadelphia— 


him choose the proper accessories and color 
combinations. When the color ts 
tablished and the type of 
lected, a suitable setting is worked out for 
the display 
pealing to the customer. 

We have established 
most complete display work shop where we 


once es- 


merchandise se- 
to make the apparel more ap 


here in our store a 


are continually creating colorful settings for 


this department's 
The people in this divi- 


our windows—which is 

particular function. 

sion specialize in this work and never serve 

as window decorators. 
The 


fact, is the entire display department. 


work spacious, as, in 
Both 


The work shop is com- 


shop is very 
are air-conditioned. 
pletely closed off 
ment proper in order to keep the fixtures and 
merchandise work 
equipped with all types of modern tools and 


from the display depart- 


clean. Che shop is 


machinery so that displays can be produced 


as economically and rapidly as possible in 
keeping with good workmanship. 

All fixtures are kept on dust-proot shelves 
and are segregated according to type \ll 
mannequins are kept in individual cabinets. 
This keeps them clean, cuts down breakage, 
and does much to help speed up work 

All our windows are changed early in th 


We be 


valuable to 


morning before the store is opened 
lieve that the windows are too 
vacant at while the store ts 


have night, or 


open. 


1 


Incidentally, window display lighting has 
become one of the most powertul tactors in 
display promotions. We have installed here 
in our windows a most complete theatrical 
lighting 
any lighting effect that 
We are very careful, naturally, in 


system. We can produce almost 
is obtainable in the 
theatre. 
the use of these lights; too strong combina- 
lighting or the use ot colors that 
effect and give 
atmosphere which 
important than the 
lights and not 


letting them use us, and by using light tones 


tions of 


do not blend—destroy the 
the displays a 
makes the ligl 


i 
merchandise. | 


gaudy 


t more 
> 
> 


vy using the 


and color combinations, we get 


pleasing effects. At the same time we 


Food very 
must 
that the 


lighting color used does not destroy or dis 


always be careful in order to see 
4 merchandise on view 

We do not complete 
until the etfected. 
We have a man on our staff whose particu 


fort the true color 


consider a winlow 


proper lighting has been 


lar job 1s to concentrate on the lighting and 


who sets the light for each window 











Now that the big season is over and it's 
smart not to be all dressed up in silver and 
sequins and shining things, Chicago windows 
are filled with sunshine and wind and fresh 
young fashions ebullient as a hillside brook 
Over the threshold of spring tumble great 
blobs of color familiar shades wear new 
light-hearted names and blossoms are burst 
Displays tell a story 


ing all over the scene. 


of sense and nonsense ... of trig tailored 


togs and irresponsible maddities. Knock 


about clothes capture the bluster of March, 
and for its gentler side there are the gauziest 


whimsies to put street critics in a_ pretty 


mood. The time is spring ... the tempo, 


fun... and displaymen are chalking up 


triumphs all along the shopping way. 


Silhouette conscious were a number otf 
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Times: Spring. 1940 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


recent displays conceived by J. W. Campbell, 


Carson Pirie Scott & Co. Effective presen- 
tation of hour-glass contour foundation gar- 
ments of polka-dot material was achieved 
back- 


picture 


grouping of 
tilted 
reproductions of a 


impressionistic 
including a 


by an 
ground “props” 
frame and_ enlarged 
Harper's Bazaar cover and full-page corset 
illustration. (See photograph at upper left.) 
Trailing through the frame and round about 
the window are several yards of polka-dot 
cloth matching the made-up garments on the 
three-quarter mannequins. Drum-platforms 
holding the exhibits are skirted in polka-dot, 
beruffled in pleated organdy for crispness. 
Chiffon after-dark frocks for “that Main- 
bocher look” were dramatized in another of 
Carson’s windows by twin shadow nudes cut 
out of wall board and suspended behind the 
sheerest of panel curtains.  Ruffle-trimmed 
drum-platforms on tilted floor held 
framed photographs and polka-dot founda- 


dises 
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tion garments. This display is shown on thi 
next page, 

Spring song was into 
monwealth Edison Company's windows re 
cently with material-covered back panels 
striped in jonquil green and yellow. A lam 
exhibit was pointed up with a circular wall 


center. 


introduced Com 


mirror, a pair of artificial fir trees and neo 
classic occasional tables of white enameled 
wire and metal. The tables, ideal for gar 
den or sun porch use, are being featured in 
other R. O. Johnson, display 
manager. 

Another interesting presentation of John 
son is a gleaming kitchen scene, featuring 


displays by 


electric refrigerators and also displaying a 
modern. electric More fir 
potted plant, and two white wire tables laden 


range. Trees. 2a 
with irresistible kitchen aids completed the 
set except for a miniature model of a chet 
in cartoon tempo holding a “Stop” sign on 
a platter, calling attention to sale values 





One of these windows is pictured on this 
page. 

“Field and Stream” was. the 
theme in Baskin’s State street window, cley 
Fred 


selected group of Dobbs hats. 


beckoning 
erly designed by Rude to set off a 
Centered in 
the background was a large action poste! 
depicting an angler knee-deep in a rushing 
stream. Additional atmosphere was gained 
by a blossoming bush in one corner of the 
equipment, rolled 
a sportsman’s magazine, and a 


window, fishing netting 
over a log, 
mannequin in the act of landing a piscatorial 


grew all around 


prize. “The green grass 


forming an appropriate carpet for the snap 


—Upper left, by J. W. Campbell, Carson Pirie 

Scott & Co. . Center, by R. O. Johnson, 

Commonwealth Edison Company. Left, 

by Fred Rude, Baskin's. . . . (All photographs 

by courtesy of Fred Kuehn, Photographers, 
Chicago— 
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—At right, by Paul Wertz, The Fair Store... . 
Center, by J. W. Campbell. . . . Below, by 
Arthur Fraser, Marshall Field & Co.— 


brim hats in warm tans and browns and soit 
greens. The display appears on page 14. 

Bursting through two “Spring Pages” de 
signed by Paul Wertz, display director, The 
Fair, two mannequins in sports frocks re- 
viewed an attractive assortment of cosmetic 
knickknacks and dress accessories placed on 
spool standards in twin panels. Warm shades 
of brown and tan were splashed through the 
set and paper ribbon streamers carried hand 
lettered messages suggesting “Hot Amber 
with Brown.” Cards read, “Tucks turn tricks 
in this Smart Frock with white embroidered 
collar,” and “Swing your Partner in this 
Circular Skirted Frock.” Hats are promi- 
nently spotted through the displays, one of 
which is pictured here. 





Seasonal innovation of Display Director 
Arthur Fraser, Marshall Field & Co., this 
month was a series of State street millinery 
windows, one of which is shown on_ this 
page. Each exhibit featured a backgroun | 
piece of brown gnarled branches studded 
with gold leaves and embracing three gigan 
tic bird’s nests of brown netting. Atop 
each nest was a_chic-hatted mannequin’s 
head, while a fourth made her home in a 
trim band box. A mist of vari-patterned 
veiling cast softness over the set and gloves, 
flowers, jewelry, purses, and other accesso 
ries arranged on standard off-white oval 
plattorms added zest to the picture which 
Was captioned, “A New Hat on your Head 
and You've Spring in your Pocket!” Each 
window featured a single color note, the en 
tire group including lime yellow, dusty blue, 
pink-orchid, leaf green, and violet. Back 
ground panels were in pastel greens 

The tollowing displays are not illustrated 
Nature on a decorative scale was moved 
Into a State street window of the Boston 
Store not long ago by Display Director 
R. RR. Jericho. Waist-high mushrooms 
covered with varying shades of soft blue 
grew out of a circular plot of green 
grass strewn with occasional gray-clay 
stones, and a misty blue wren house hung 


a background doorway with side panel 
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of deep blue glass, effectively illun 
ined at night. Legend read, “Spring Favor 
ites .. . Black! White!” and “Combinations 
ot that Smart Pair.” Costumes of two suited 
mannequins and a collection of street acces 
sories and hats strewn casually about the 
floor carried out the black-white theme 

The invisible glass window at Mandel 
Brothers created a stir during the mont 
with an artistic dramatization starring Hat 
riet Hubbard Avyer’s new Clover make 
Four rich-looking portrait frames in rottet 
stone and white enclosed tiers of glass 
shelves backed by salmon-tinted boxes, 1 
directly illumined The wall panel su 
rounding the frames was powder bluc \n 
interesting toreground piece was a_ white 
horsehair picture hat with long satin strean 
ers of pale green and rose trailing over the 
floor and held captive here and there by 
clusters of artificial clover bloom and_= cos 
metic items. <Attractively boxed powders, 
lipsticks, and perfumes set within the frames 
were glamorized by hit-and-miss nosegavs 
of clover and standing color prints.  ¢ 
stance Christen 1s supervisor ot displays 








Just Around th 


\fter one ot the longest and hardest win 
| 


beginning to lick their lips a bit at the 
thought of the return of summer and its dis 
plays of sports wear, beach wear, and airy 
rrmals. Most stores have a brief taste of 
this type of display during the winter, when 
the short cruise and winter vacation season 

at hand, but somehow the few window 

d interior settings devoted to this subject 
during the cold months do not have the 

ntal stimulation they would otherwise 

ssess for displayman and shopper alike. 

However, as this issue goes into the mail 

March 15 we are on the verge ot spring 
an.l summer is just around the well-known 
corel! \ccordingly, we give you a_ briet 

nce at the familiar displays of the ap 

aching season, as illustrated here by the 
ork of Clarence Engel, Gilmore Brothers, 
Ix lamazoo, Mich 

Ingel has been a displayman for about 

enty-four years, fifteen of which have been 

nt in his present location, which he de 

as “the largest and the finest store 

state of Michigan outside of Detroit.” 

His displays are excellently done, as can be 

seen from the photographs, and compare 

very well with many displays seen in cities 

ot much larger size. (Kalamazoo has a 
population ot approximately 55,000.) 

In discussing his display philosophy, Engel 
says: “I firmly believe that all displayed 
merchandise should be dramatized. Even if 
the setting must be kept simple, dramatiza 
tion still can be obtained bv use of color, 
arrangement, lighting, Or some of the othet 
factors which all displaymen have available 
We place special emphasis on ‘clearness’ 
what might be termed ‘coherence’—in out 
windows, and believe that simplicity is one 
ot the cardinal things to remember in all 


—These five displays are the work of Clarence 

Engel, Gilmore Brothers, Kalamazoo, Mich., 

who believes in simplicity, dramatization, and 
"clean" windows— 


ters on record, displaymen everywhere are 
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Corner 


displays, regardless of the nature of the me 
chandise to be shown. 

“Correct use of color is highly importan 
this includes harmony between backgroun 
decorations, and merchandise, as_ well 
between major merchandise and accessorie 
Lighting, likewise, can do much to make 
break a setting. First of all, lighting should 
be functional. It should enable the shopper 
to see the apparel clearly and without di: 
tortion of color. After all, lighting is an aid 
to vision and should be considered from 
that angle right trom the beginning in 
planning a display. But it has a secondary 
usage, too—that of decoration and dramati- 
zation. This latter point has been covered 
very thoroughly during the past few years, 
so there is no need to go into it further here. 

“We believe that an entire battery of win- 
dows should be devoted at one time to 
merchandise that is harmoniously related, 
with all settings given the same treatment. 
This always seems to create more interest 
on the part of the shopper, adds more beauty 
and continuity to the stretch of windows, 
and builds up more of a desire for the met 
chandise presented. Such displays—or any 
others, for that matter—should be ‘light, 
that is, we do not believe that displays 
should attempt to show the amount of stock 
the store is carrying, but rather should be 
a stimulation to the mind of the shopper 
through their beauty and the dramatization 
of the thought behind them. They should 
feature ‘clean’ merchandise, the latest styles, 
and build prestige for the store.” 

The displays pictured are practically self- 
explanatory, with the possible exception of 
that at the lower right in which beach wear 
is featured. The large palm tree was cut 
from wall board and painted in_ realistic 
tones. The background was a= shimmering 
cellophane curtain in an appropriate color. 
The group ot merchandise in the left fore- 
ground is partly supported by an upraised 
figure of a mermaid done in humorous tash- 
ion. Lighting contributed further dramati- 
zation. 
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Tested Displays 











—Each of the windows shown here was selected because it has a proven 
record of good results in actual sales... . Upper left, a striking setting 
by J. C. Nichols for John Wanamaker-Philadelphia; upper right, neatness 
and attractiveness personified, by Leo Ball, Max Adler Company, South 
Bend. . . . Left center, a reminder that straw hat time is not far away: 
by A. T. Kalasky, W. B. Davis Company, Cleveland; right center, by 





Everett W. Quintrell, Elder & Johnston Company, Dayton, Ohio—note the 
cut-out silhouette against the front glass. . . . Lower left, a striking display 
by George J. Wells, industrial designer, for Walk-Over's Fifth avenue 
store, New York City; lower center, tying-in with a local dog show—by 
A. T. Kalasky; lower right, related fashions, also by Kalasky. The color 
palette has been used many times before, but works in well here— 
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ALL 


IN RHINELANDER’S 


DISPLAY CONTEST 











SPRING, SUMMER 
FALL and WINTER 
Lamiluxe 


THE ALL-SEASON DISPLAY MATERIAL 












At all times of year, clever decorators are adapt- 
ing Lamiluxe in many outstanding ways. Your 

















choice of smooth, semi-fluted or semi-pleated sur- 1940 
faces, also six pastel colors and four pre-printed DISPLAY CONTEST 
designs. NOW OPEN 





Send in your 
Photographs 
of Lamiluxe displays. 






First Prize $25.00 







Second Prize $15.00 


er oe | 


Third Prize $10.00 






Fifty (50) Five Dollar 
Awards 








TRANSLUCENCY THAT ATTRACTS 


Lamiluxe permits effects possible with no other 
materials except at exorbitant costs. When 
backlighted using white or any of its six col- 
ors, Lamiluxe provides ‘'stopper'’ displays. 













LIGHTED DISPLAYS—THE MODERN WAY 


You can illuminate Lamiluxe to secure unus- 
ual frosted glass effects. Because the mate- 
rial cost is modest, your display budget gets 
the ''breaks."’ 


















LOW COST WINS POPULARITY 


Expensive effects at small cost are easy to 
achieve with Lamiluxe. Display men the na- 













tion over find this new material a money- 
saver—ask your display materia! supply house 
for samples. 





Distributed Nationally by .« , 

Pipl Baltimore, Becker Sign Supply Co.; Boston, New England Decorators’ S$ l ; i 
tietng Dhapirys & Decactioes Danan sant Chiewne, Maple ‘~- ag Co.; Cincinnati, po Siesta Co tee ae 
} ) orations; - - Gastho O.; Ft. ayne, Acme Quality Paint Store; Los Angeles, South i i 
Gon ee ce; eee. Artists and Display Supply Co.; Minneapolis, Minneapolis Paper Co.; New Teck Cty. Moharem Faien 
P.; iladelphia, Joseph E. Podgor Co., Inc.; Pittsburgh, Cappy & Co.; St. Louis, Garrison Wagner Co.; San Francisco, Herman Tunick; 

Seattle, R. L. Cunningham; Habana, Cuba, Regil Y Cia. ‘ 


RHINELANDER PAPER COMPANY, RHINELANDER, WISCONSIN 
CHICAGO: 228 N. LA SALLE STREET NEW YORK: 41 PARK ROW LOS ANGELES: 2866 W. 7TH STREET 
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—At the right is seen an unusual merchandising 
bar especially adapted for items such as notions 
that need plenty of table top display space. This 
double horseshoe counter can be placed in front 
of any regular store shelving, but the counter and 
shelving should be finished in one color. Two of 
these counters placed back to back make a good 
bargain island for use in a wide aisle— 











—Here is a setting which suggests a bath house; it can be 

used for a bathing suit and accessories department in the 

store. The interior of the house serves as a stock room, 

with the counters used for table top selling space. The 

top of the house can be made into an excellent display, 
with mannequins clad in bathing apparel— 




































































—The carousel suggested the idea for this colorful 
selling booth for children's play suits and wash dresses. 
The umbrella-shaped canopy is finished at the top with 
a wooden toy figure. Wires radiate from the edge 


of the canopy to the six corners of the counter. 


The 


canopy and the face of the counters are painted 


with bright colored circles— 











—Here is an easily made setting for the better 
display of gift items, art ware, glass, china, etc. 
The artistic design of the fixture complements the 
goods on display. It can be used on any table, 
top of shelving, or against the wall. Preferably, 
it is finished in pastel tints, all one color, or the 
inside in one color and the exterior in another— 








NE 


¢ 
SAI 





ooo 7. 


“ee 


























ing is believing and believing is 
half the sale . . . your merchan- 
dise deserves the warm persuad- 
\\ ing eye-appeal of ''Sacha-Francine 
mannequins. These gorgeous figures 
infuse displays with a sense of well 
balanced excellence and graceful poise 


—previously unavailable at any cost. 
Evening gowns—street dresses—sport 


o In this picture age, when see- 


clothes—all are shown with irresistible 
appeal. Naturally, you'll want to be 
a a the first in your community to capital 
ize on the many advantages they will 
= bring. Write—or wire—your KOR- 
RECT-WAY Distributor (address listed 
on below) for complete information, 
today. Better still, visit his show- 
daa! room at your first opportunity— 
ss and see for yourself the remark 
able beauty and superb sculp 
a turing of these out 
P< 
—_ 


standing creations. 





oS a Os 


SCULPTORS EXTRAORDINARY 


DISPLAY PRODUCTS 


NEW YORK—15-17 West 36th - ATLANTA—Melvin S. Roos Co. - BALTIMORE—William ' 
> Dutch & Son « CINCINNATI—General Display Corp. - CHICAGO—Hecht Fixture Co. - DENVER—Walter W. Martin - DETROIT—Art Products Mfg. 
yo. » KANSAS CITY—National Equipment Corp. - LOS ANGELES—Grossman & Silvers » MINNEAPOLIS—L. E. Hier Display Equip. Co. - NEW ORLEANS 
_Gulf States Display - PHILADELPHIA—Naythons Display Fix. Co. - PITTSBURGH—DeWeese Display Equip. Co. - PORTLAND—Turner's Display Studio 
s Disp. Fix., Reg'd. - HONOLULU—Bader and Co 


5s Corp. » BOSTON—Eastern Displays, inc. - BUFFALO—Samuel 


— 


SAN FRANCISCO—Kehoe Disp. Fix. Co. + $T. LOUIS—Midwest Disp. Equip. Corp. » MONTREAL—Miller 
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i. A. D. M. News 


Exhibit space has been selling so rapidly 
for the 1940 convention of the International 
Association of Display Men, to be held at 
the Hotel Statler, Detroit, June 24 through 
the 27th, that more than one-half of the total 
available room has been sold within the first 
month since the floor plans were released. 
The number of exhibitors who have made 
space reservations so far adds up to about 
one-half of the number who showed last 
year at the convention in New York City, 
yet a number of the concerns who have 
taken space have not exhibited before. 

One reason for the space selling so quickly 
is that the rates this year are so much 
lower than last. With business definitely on 
the up-grade, many exhibitors are doubling 
the size of their exhibits. Of course, De- 
troit's central location has a great deal to 
do with the enthusiasm shown by the entire 
display industry. 

As for attendance on the part of display- 
men: reports coming in from all parts of 
the country, direct from displaymen them- 
selves or from salesmen who travel the 
entire continent, indicate that there need be 
no doubt of the success of the convention 
from this particular angle. 

A complete list, as of March 5, 
exhibitors who have already reserved space 
is appended below. 


of those 


Confucius really did say: “A sovereign 
who governs a nation by virtue is like the 
north polar star which remains in its place 
and the other stars revolve around it.” So 
when our esteemed president, Joe McCann, 
was asked if, in his opinion, the display de- 
partment is receiving enough of the store 
publicity dollar, he replied: “It behooves me 
not to voice my personal opinion at this 
time, but to ask the International Associa- 
tion of Display Men. I feel that we should 
make a survey of opinion and plan to hold 
an open forum on this subject alone at our 
national convention in June.” 


McCann also stated that the I. A. D. M. 
had got in touch with the National Retail 
Dry Goods Association with the thought of 
an agreeable affiliation of kind be- 
tween the two organizations. The motive 
here is not that the I. A. D. M. shall give 
up its privileges of being a self-ruled body, 
but that the two associations, working to- 
gether, can accomplish more for the benefit 
of the retailer than either organization 
working separately. This theory is worked 
out in the ancient problem of the two mules 
tied together, each endeavoring to go in a 
different direction to reach a bale of hay. 
When they pulled together, their objective 
was reached to their mutual satisfaction and 
benefit. 


some 


The I. A. D. M. survey on display budgets 
will be started this month. Any progressive 


displayman with concrete thoughts on how 
budgets should be set up for display, what 


By JOHN L. KING 
Managing Director, Washington 


foundation should be used to allot the 
amount to be spent on this form of promo- 
tion, from whom the display manager should 
take orders, and a yardstick to measure the 
value of display, should send his opinions in 
to I. A. D. M. headquarters immediately 
and aid in this movement. Address your 
letter to the attention of the writer, at 402 
Evening-Star building, Washington. This 
invitation does not apply to I. A. D. M. 
members alone. We are not going to be nar- 
row minded in our efforts to improve the 
operating conditions of our chosen industry. 


Ralph D. Johnson, assistant convention 
chairman of the Detroit group which will 
act as host to the convention this year, 
reports: “The Detroit Display Club is plan- 
ning a de luxe program for the convention. 
The booklet outlining the events of the con- 
clave will be an outstanding record for the 
association. The program will be 9 by 12 
inches, about 50 pages, with cover printed in 
three colors, and all inside pages in two 
colors. A modern typographical treatment 
will be used throughout. 

“An innovation of the convention will be a 
real Merchants’ day, sponsored by Charles 
Boyd, secretary of the Retail Merchants 
Board, which will include the various retail 
merchants associations and clubs of Detroit 
and Michigan.” 


The I. A. D. M. will appreciate any infor- 
mation about display positions open in any 
part of the United States or Canada, as this 
will assist us in our efforts to help our 
members secure employment. This will also 
be an aid to employers who are endeavoring 
to secure experienced and capable workers. 


This is the age of testimonials of all types. 
Hence we are glad to be able to present 
herewith a sincere testimonial as to the ad- 
vantages for display firms in exhibiting at 
I. A. D. M. conventions. The letter is from 
Albert Bliss, president, Bliss Display Corpo- 
ration, New York City. 

“Dear Mr. King: 

“IT wish to tell you that I have found the 
I. A. D. M. conventions for the past two 
vears an excellent medium through which 
to sell the prestige of our organization. 

“We have been in business twelve years 
and noticed the extraordinary strides in this 
business during the past two years. We feel 
that the convention in 1938 in Washington 
started us on the road to increased business 
on a national basis. It gave me and my 
partner, Mr. Ross, a great opportunity to 
personally meet a great many displaymen 
whom we have only known through corre- 
spondence. 

“We both feel that our entire cost to 
appear at the convention was extremely low 
when compared to the cost of traveling, 
which would be necessary to meet and dis- 
cuss mutual interests with the great number 
of displaymen.” 


There has been some dispute over thx 
amount charged the I. A. D. M. by the Hotei 
Astor at the time of the last convention 
This disagreement arose chiefly over th: 
wording of the contract, which contained no 
meeting of the minds. It has been the 
writer's objective since taking over the man 
aging director's office to arrange a settle 
ment in this matter that would be agreeable 
to both parties. This agreement has been 
reached and the entire transaction should 
be terminated before the end of this month 

It is with great pleasure that I make this 
announcement and I also enjoy stating that 
my associations with the representatives of 
the Astor have been of a very pleasant 
nature. 


The following firms have already reserved 
exhibit space for the Detroit convention: 

W. L. Stensgaard & Associates, Inc., Chi- 
cago; W. M. Zeppen-Field Studios, Holly- 
wood; L. A. Darling Company, Bronson, 
Mich.; Korrect-Way Products, St. Louis; 
Gordon Paper Company, New York City; 
Crystal Fixture Company, Chicago; Deco- 
rative Plant Company, New York City; 
Greneker Studios, New York City. 

Schack Art. Flower Company, Chicago; 
Durable Displays, Inc., Chicago; Silvestri 
Art Manufacturing Company, Chicago; Gar- 
rison-Wagner, Inc., St. Louis; Adler-Jones 
Company, Chicago; Earl Gasthoff, Danville, 
Ill.; Scheuer Art Metal Manufacturing Com- 
pany, New York City; Select Artificial 
Flower Company, New York City; Shoe 
Form Company, Auburn, N. Y.; Bliss Dis- 
play Corporation, New York City. 

Reyburn Manufacturing Company, Phila- 
delphia; Display Creations, New York City; 
Coy, Disbrow & Co. New York City: 
Gardner Display Corporation, Pittsburgh: 
A. L. Hansen Manufacturing Company, Chi- 
cago; Display Food Company; United 
Pressed Products, Chicago. 

Many of these firms have reserved space 
on either the thirteenth or fourteenth floors 
in addition to that in the main exhibit room. 





Novel Treatments 
By RIP Studio 


A number of outstanding and novel dis- 
play treatments, including background pan- 
els involving “personalized” art work, are 
being produced by Miss Ruth I. Price, RIP 
Studio, 141 West 40th street, New York City. 
A few months ago the firm took new and 
larger quarters at the above address, since 
which time its service to the retail display 
field has been placed on a national basis. 





Emanuel Miller 
Joins Labovitz 

Emanuel Miller has joined Labovitz De- 
partment Stores, Baltimore, as display man- 
ager for the four units of the firm. He 
was formerly with Bonwit-Lennon, Inc., for 
fifteen years. 





CORRECTION PLEASE! 


A DISPLAY MATERIAL DISTRIBUTOR RECENTLY 
ADVERTISED SPATTER DASH Nedleam IN THEIR 
CATALOG. THEY ADVERTISED THAT THEY WERE SELLING 
SPATTER DASH QYledeam . THEIR ADVERTISEMENT 
aaa INADVERTANTLY INSERTED. 
THIS FIRM ASSUMED THAT SPATTER DASH Neodeam 
WAS NOT AN EXCLUSIVE PRODUCT STLYED AND ORIG- 
INATED BY BLISS DISPLAY CORPORATION. 


THEY DID NOT REALIZE SPATTER DASH Yesleam 
IS KEPT EXCLUSIVE BECAUSE IT IS COVERED BY COPY- 
RIGHT AND IS PRODUCED BY A SPECIALLY PATENTED 


PROCESS. 


THIS FIRM NOT ONLY HAD NO APPOINTMENT TO 
DISTRIBUTE SPATTER DASH MNesleam, But mis- 
waewegeer enn THE SIZE AND UNIT PRICE OF 


SPATTER DASH Nodeam. 


THIS NOTICE CORRECTS THESE STATEMENTS AND 
ASSURES YOU THAT SPATTER DASH MNodeam 
WILL CONTINUE TO BE A HIGH STYLED PRODUCT 
EXCLUSIVE WITH AND STYLED BY— 


BLISS DISPLAY CORP. 


460 WEST 34TH STREET, NEW YORK, N. Y. 
WRITE FOR AUTHENTIC COLOR CHART 
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Dramatizing Footwear 





—One of the distinct trends in display, noticeable for quite some time, 
is in the dramatization of footwear as contrasted to the former method of 
using a multitude of shoes on stairstep plateaux or fixtures. Five well- 
known displaymen show here how they are handling the dramatization 
angle. ... Left column, top, by Del Heizer, Mabley & Carew, Cincinnati— 
using natural wood for displayers. . . . Center, by Ben Finkelstein, Ansonia 
De Luxe Shops, Inc., New York City. 


floor covering is of real moss, and the waterfall is likewise real... . 


The rocks are of papier mache, the 





Below, by Carl Haecker, Montgomery Ward & Co., Chicago. . . . Right 
column, top and center, by V. M. Curto, J. C. Penney Company, Lansing 
Mich. 
boxes. The treatment in the center display ties in with the show card 
"Hot Bed Fashions." . . . Below, by William Arinow, Shillito's, Cincinnati 
The displayer units were made of plaster, each being spotlighted. Gar 
Each unit displayed a dif 


The background panel in the first is made up of enlarged shoe 


lands of daisy sprays draped the background. 
ferent color of footwear, plus correct accessories— 
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SELLING ZONES 
have Vuepak boundaries 


Vuepak Package (Above) 
for Daggett & Ramsdell by 
Wallace Paper Box Corp. 
Vuepak Display (Right) 
tor Houbigant products by 
Display-Rite Division of 
Diamond Press 


A good definition of a Vuepak display or package is: 
“A selling And, to 


manufacturers of products in which appearance and 


zone, bounded by transparency.” 


visible quality are major selling factors, this Vuepak 
selling zone is of prime importance. 

In Monsanto Vuepak, your product automatically 
stays in sight...actively helping sell itself. Your 
merchandise attracts customers with the full effective- 
ness of three dimensional displays, seen through a 
clear, breakage-resistant material that actually enhances 
the appeals of style, color and texture. 





Retail merchants know the sales effectiveness of 


transparent packaging. Hence, products in Vuepak 


gain choice positions in counter and window displays 


.tight in the traffic zones of shopping crowds... 
where seeing spurs “impulse buying.” - 


Substantial sales increases are everyday results of a 
change to transparent packaging. Chances are, Vuepak 
will give this extra touch to the sale of your product. 
Your letter will bring complete details, samples and 
names of fabricators qualified to create sales-making 
Vuepak packages and displays. MONSANTO CHEMICAI 
ComPANY, Plastics Division, Springfield, Massachu- 
setts. District Ofces: New York, Chicago, Detroit, St. Louis, 


Birmingham, San Francisco, Los Angeles, Montreal. 





MONSANTO PLASTICS 


SERVING INDUS TRY... 


WHICH 


SERVES MAN K N 


VUES@PAK 


TRANSPAREMT 
a 


PACKAGING MATERIAL 
twa 


£ MARK 

















The display salesman must not only be 


equipped with photographs, brochures, mod 


els, letters from satisfied customers, sketches, 
and other forms of regular firm glorification 
material, but he must also be endowed with 


that rare gift or knack of being able t 
create ideas on the sales spot 


able to digest the salient features of The 


Jones Company's products, and he must be 


able at least to suggest some possible and 


practical advertising display treatments that 
will not only pass the approval of the pur 


chasing company’s executives but the close 


scrutiny of its men in its own. sales. field, 


and, finally, that of the dealer who will show 
the company’s products in his own show 
room, 

These requirements of an advertising dis 
play salesman would indicate that the utmost 
censideration should be given to the type 


of man that is selected to make the studio 


sales contacts, and, judging from the incon 
sistent performance of some studios in_ re 
taining contacts that have been successfully 
opened and in cultivating new contacts, it 
is evident that too little attention 1s directed 
to this phase of promotional management 


There is no secret about sales procedure 
Most studios generally employ the same 
method. But a good common sense program, 
based upon principles of general practice 
and set up to fit individual company needs, 
may aid the sales endeavors of the studio 
It may not be, in the eves of many, an ad 
vantage to me to give the facts and realities 
about advertising displays solicitation and 
sales, but one helping hand deserves anothet 
in the interest of making our merchandise 


He must be 


DISPLAY WORLD 
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XIX. SALES PROCEDURE 


By HOWARD WILLIAMS, President 
Co-Operative Displays, Inc., Cincinnati 


manufacturers and distributors  display- 
minded. 

The first task is that of getting a good 
prospect list, one which is not too costly to 
solicit. Lists of local firms that may be 
prospects for the type of work that is done 
in a display studio are not difficult to ob- 
tain, however the exact type of business 
which is to be solicited and produced, and 
which a studio is qualified to do, should be 
considered carefully. The local chamber of 
commerce and the telephone directory can 


usually provide any number of names _ to 
Additional 


make up a practical sales list. 
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trade information channels can be utilized to 
augment the regular sources. 

It is a good policy to decide upon the 
licitation area or territory that an acti 
It should 
confined within a radius considered as e& 


sales organization is to work. 


nomical for planned and regular sales cal 
It should be borne in mind that the elem« 
of time and the expense of transportati 
will ultimately become a portion of manuta 


turing costs, the same as other items ente! 
ing into the process of arriving at. sellir 
prices. 

If a studio is engaged in the production © 








convention, exposition, and show booths, the 
local chamber of commerce no doubt has a 
service providing dates and locations ot 
events. Local or national trade papers and 
commercial publications generally provide 
exhibitor lists for these events. There ts 
also a service in New York City which spe 
cializes in supplying convention dates tot 
all parts of the country. 

After the prospect list is arranged, it 1s 
important to analyze it carefully; select th 
most potential and important buyers and 
get to them promptly with “first call” mate 
rial. Quite often it is advisable, if time will 
permit, to use advance direct mail material 
in the form of a letter or brochure, or both, 
to precede the first call. This step gets th 
studio's name before the prospect; he will 

[Continued on page 48] 


—A typical sales material kit for the display 
studio, consisting of business card, testimonial 
letters, photographs, brochure, reply card— 
and a current copy of DISPLAY WORLD... . 
Howard Williams, author of this article, points 
out to a prospect the features of displays 
illustrated in his company's brochure— 
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GLOSSIROLL SUMMER IDEAS will brighten your 
displays with COLOR, INTEREST, SALABILITY 


The reproduced SPORT SCENE 
is one of a number of very pop- 
ular EXCELSIOR display crea- 
tions. Let us help you prepare 
for the season of color. We 
specialize in decorative mate- 


rial that is novel, original, artis- 


7% Sw eS tic, versatile and carefully and 
=a ae substantially constructed. Send 


i os ‘4 3 a for spactel fahben. 
‘ We =6EXCELSIOR 


PAPER SPECIALTIES 
CO., INC. 


SPIO—SPORT SCENE... 40”x1I6’ (approx.) ... printed in 5 colors . . . 4 repeats DEPT. D 


to a roll . . . an eye-arresting sports montage in the bright full colors of Summer 640 W. 57TH ST. 


. . . featuring the major activities of the sunny days ... insures effectiveness and Ww 
instant, lively appeal. A very popular repeat pattern. NE YORK, N. Y. 




















TIP FROM A LOVELY 
MANNEQUIN TO BUSY 
DISPLAY MANAGERS! 


“Listen, boys! If you want to show off my 
Spring and Summer clothes to best advan- 
tage just place one of those velvety, close- 
cropped 


EATON GRASS MATS 


under my tootsies. Then watch me bring 
the cash customers into our store.” 


Quick Delivery from Your 
Display Jobber 


. . Eaton jobbers are prepared to fill your 
Give new life, movement. orders promptly. So call them now and 


color to your displays this make the most of your Spring and Summer 
a ¥ displays. 
inexpensive way , 


’ Eaton Brothers Corp. 
Selectroslide Vip Hamburg. New York 
(Formerly Hamburg Floral 
Illustrate the theme of your display Mig. Co., Inc.) 
with natural color 35 mm film. Selec- 
troslide Junior projects sixteen 35 mm 
film slides automatically, without at- 
tention. Small, compact, easily in- 
corporated into your displays. 


Write today for descriptive catalogue 








SPINDLER & SAUPPE, INC. 


86 THIRD ST., SAN FRANCISCO 











28 


esson Fromtl 


Address” 


struck 


An analvst of the 
of Abraham 


“Gettysburg 
Lincoln is immediately 


by one very important tact, aside from its 
value as a lasting document: there is only 
a handful of words which have more than 


one syllable. Lincoln, whether by accident 


or design, selected a simple, dignified mes 
easily grasped and just as easily re 


Sage 


membered 


There is a great lesson in this fact for 
everyone, and particularly for displaymen 
and card writers alike. Simplicity is the 


key-note of success in either windows, inte 


rior settings, or show cards; speaking spe- 


cifically of the 
lettering, 


latter, simplicity of theme, 


general treatment—tust enough o1 
namentation to give life to the card. 

Show cards naturally follow the merchan 
dising policy of the store in which they are 
there is never any excuse for a 
And it is really 


easier to do good cards than poor ones, for 


used, but 


departure from good taste. 


all attractive cards follow a tew basic laws 


of lavout, color, and design. 


g 


pA 


DISPLAY WORLD 


By WILFRED RUDOLPH 


J. C. Penney Company, La Crosse, Wis. 


Much has been written on each of these 
angles of card writing, but when everything 
is said and done it is practice on the part 
of the card writer that determines his ability. 
Really splendid card writers such as L. E. 
Summerton are rare, but everyone of us can 
revel in the effort 
Practice is a patient teacher and she hands 


satisfaction of creative 
out some beautiful degrees in Progress. 
This plea for simplicity should not be in 


terpreted as deriding originality ; if you have 


novel ideas and are fairly well along in 
lavout and lettering technique, there are 
times when it is hoth fun and advisable to 


strive for new effects. But keep in mind 
that novel treatments must be just as obedi- 
ent to the rules of good taste as their simple: 
cousins. 


The writer once produced cards in which 


—Simple effects dominated this group of cards 
by Wilfred Rudolph. Straight black for copy, 
figures outlined in black and touched up with 
natural hues, headlines in black with a yellow 
cutline, were the predominating treatments— 
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incolin 


gay little cartoons added zest to the units 

final touch including the finishing of the hai: 
of each character in appliqued yarn. I 
Summerton’s splendid series of articles i: 
DISPLAY WORLD we have seen practical! 
examples of how novelty can be introduced 


into window posters without in the least 
damaging the appearance or effect of thi 
cards. 


The cards pictured below are very plain 
A block of copy, an illustration—that just 
about tells the entire story. Each was done 
in scroll form and pinned down to a card 
dark hue 
the one which is clearly black. 

At the upper left, “Sun Struck!” was don 
in black letters, outlined with 
match the from the sun in the 
of the card. The beach frock 


board base green in except for 


vellow. to 
cornet 
light 


rays 
was in 


green. Copy was lettered in black. 
Much this same treatment was followed in 
the other cards, black serving for copy, 


headlines outlined in yellow, and natural 


hues for the figures. 
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(ts Here---The NEW 








—VELVELUR 49°- 


(In Rolls 49 Inches Wide) 
12 ft. — 25 ft. — 50 ft. 
and handy sheet sizes 


Same beautiful display paper as 
VELVELUR 87’’--Same 29 gorgeous 
pastel shades. 


CONVENIENT size VELVELUR for all odd 

uses, including panels, odd screening and 
decorating jobs, flooring and as an_ interior 
decorating resale item. A new convenience for 
the small store display man who cannot handle 
the large size. 


See These Popular 
Newcomers Among Ace Favorites 
* “NO. 66’/—A smart design of 6-inch white 


stripes every 6 inches on colorful VELVELUR 
87”. 


* FLEXO-FLOCK— A decorative innovation! 
Chenille-decorated rigid fabric is in 15 colors 
and design combinations. Scores of uses. 


VELVO-FABRIC—The stylish new and 


popular “oatmeal” design in rigid fabric. 


CRYSTALUR—27” background paper for 


the timely new “dash” effects. Scintillating 
with light reflective mica crystals. 


Always Popular—The Famous Ace 
Seamless Background Papers — 108” 
wide, 81° wide—Wide range of colors. 


Act now! Write today for FREE SAMPLES and full 
details on all the above Ace Papers and Fabrics. 


rot ACE 


PAPER CO., INC. 


Display Division 


Dept. 12, 426 West Broadway, New York, WN. Y. 
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Better DISPLAYS 


Futura is NEWS in display. .. . Note the beautiful 
depth and excellent display qualities of this versa- 
tile material. 


Futura is made of | '%-in. wide, slotted wood strips 
and curves that interlock to form rigid panels, 
screens, columns and backgrounds; may be cut to 
any size or shape to make displayers, pedestals and 
scores of other display properties. The striking 
architectural pattern allows for many dramatic light- 
ing effects. Write for our illustrated folder on Futura 
TODAY. The Adler-Jones Company, 523 S. Wabash 
Ave., Chicago, Illinois. 
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Steel Told 
- Exhibit 


Turning its exhibit building “wrong side 
out” is the novel method United States Stee] 
used during 1939 to focus public attention 
on the indispensability of steel. 

An enormous stainless steel dome, housing 
the exhibit, is supported on the outside by 
curving structural girders to show how steel 
does its job of carrying the weight of build 
ings today. With the exterior as much a 
part of the exhibit as the interior, the build 
ing stands, in a sense, as a symbol of the 
thousands of tons of steel which have gon¢ 
into the erection of many other unique 
structures. 

Anchored in concrete on a site comprising 
55,166 square feet, the ten steel trusses arch 
upward, meeting 72 feet above the ground 
to support the dome which is 66 feet high 
and measures 132 feet in diameter. Painted 
a bright blue, the 350 tons of steel in the 
trusses conceal lighting fixtures which il 
luminate the burnished dome at night, while 
other features of the building are set off in 
red. 

In the building proper, the public can see 
what makes the wheels go round in the 
manufacture of the commodity which has 
contributed so widely to world progress and 
to our comfort of living today. Two floors 
of dramatic displays show how steel, in a 
thousand forms, is basic to our civilization 
and how, through research, it is helping to 
shape the world of the future. The vital 
part steel plays in the lives of every man, 
woman, and child is demonstrated graphic 
ally. 

Steel and concrete are used throughout in 
the construction. Both are products of 
United States Steel subsidiaries, making the 
exhibit the more unusual because of the 
fidelity with which it represents the steel 
industry in form and materials. 

Colored cement is used extensively at the 
base of the building and also in an elevated 
balcony extending around the facade at the 
second floor level, forming a lounging prom 
enade for visitors. 

Inside, the two floors (comprising 9,000 
square feet of exhibit space) and part ot 
the second floor suspended by cables from 
the main exterior trusses contain much in 
teresting and informative material, all bear 
ing on the exhibit’s theme, “Steel Thinks 
Ahead.” The entire structure is air-con 
ditioned and equipped with modern ventilat- 

Landscaped and dotted with shaded 
benches, a garden at the back of the building 
features a 200-foot trellis, 30 feet high, 
which gives an imaginative story of steel’s 
versatility. Structural steel shapes, repre 
senting a wide variety of steel products 
which United States Steel subsidiaries sup 
ply to their major markets today, are used 
in the actual trellis structure. 


—A huge pictorial graph shows the growth of 
steel in use since the time of George Wash- 
ington in this exhibit of United States Steel 
Subsidiaries. A general view of the exhibit is 
seen in the first photograph, and a closeup of 
the graph is pictured at the immediate left— 
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Silk Screen Competition 
Staged By Devoe 


\ series of awards by states is being of- 
jered by the Devoe & Raynolds Company, 
34 Oliver street, Newark, N. J. for the best 
entries in a silk screen process contest ar- 
ranged by the company, and which it is 
planned to make an annual event. Any silk 
screen firm may submit up to three entries 
done by silk screen in 1939 for awards in 
any or all of the following groups: window 
displays, show cards, car cards, and posters. 
Entries must be submitted by March 30, 
properly identified with the name and ad- 
dress of the firm, the artist, and the client. 

The judges are E. Thomas Kelley, editor, 
Signs of the Times, and the following pro- 
duction executives of advertising agencies : 
G. B. Dearnley, MecCann-FErickson, Inc.; 
Fred Wilson, Arthur Kudner, Inc.; Thomas 
J. Carnese, Benton & Bowles, Inc.: Jack 
Turner, Lord & Thomas. 





Own Company Formed 
By Murray Bracker 

Murray Bracker has resigned as sales di- 
rector of Baker's Research Bureau division 
of Bud Fox Enterprises to organize his own 
company, to be known as Frankel Display 
Enterprises. Stanley Nettler has joined him 
as vice-president. The firm will market ex- 
clusively the “Kute Kris Kringle” and 
“Prince Karma” of Yermie Stern Commer- 
cial Attractions, Inc.—both of these being 
“display illusions” leased to merchants for 
the express purpose of attracting crowds to 
their stores. The attractions will be routed 
throughout the country in an especially built 
trailer. 

The firm’s uptown office is in the RKO 
building and the downtown office at 493 
Seventh avenue, both in New York City. 


Boston Club 
Meets 


The regular monthly meeting of the Bos- 
ton Display Club was held February 19, with 
some thirty-five members present despite a 
howling blizzard. A buffet) supper was 
served, after which George L. Huden, dis- 
play supervisor, New England Telephone & 
Telegraph Company, discussed the use of 
the telephone in modern business. R. C. 
Kash, editor, DISPLAY WORLD, spoke 
briefly, after which a short program of mo 
tion pictures was presented. The Boston 
club meets on the third Monday of each 
month; visitors are welcome. 


Display Contest Planned 
By Kops Brothers 

rhree prizes consisting of $100, $75, and 
$50 respectively, will be awarded in a dis- 
play contest being arranged by Kops 
Brothers, Inc., 385 Fifth avenue, New York 
City, in which Nemo foundation garments 
are featured. Entry is to be made by means 
ot a photograph of the display, and a re- 
quirement is that the Nemo poster appear in 
the window. The display must be installed 
between April 1 and May 4 and entries 
Should be sent to Window Display Contest 
Judges in care of the firm, at the address 
given above, not later than May 11. 
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with DISPLAYS made with 


The Gutawl 


Your store's most profitable form of advertising is its show windows—when 
they attract audiences that buy. 


Build larger buying audiences for your windows with effective cutout dis- 
plays. Displaymen agree that cutouts tell and sell the window shopper more 
quickly than any other type of display. 

Send the coupon and learn how you can produce these “audience-winning" 
cutout displays easily and at low cost with the Cutawl. 


GET YOUR 
CUTAWL 
TODAY. PAY 
IN EASY 
MONTHLY 
TERMS 


USE THE 
CONVENIENT 
COUPON 
THE Q2 CUTAWL THE K9A CUTAWL 


INTERNATIONAL REGISTER CO. 


13 S. THROOP ST. CHICAGO, ILL. 


INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 
Please mail me [] Cutawl Catalog and [] Easy Payment Terms. 





Company Name Your Name 


Address 


City , State 
W -3-40 
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Display bits... 


By Edward Henry Tackney 












































—Here we have a half dozen display background ideas, 
styled of wall board or plywood and each of them de- 


signed to harmonize with diversified merchandise— 
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Example: The upper left idea will lend itself to either 
hardware or apparel display without change of con- 
struction. It is suggested, however, that for hardware use 
you paint the surface, while, for the display of dress 
goods, cover the panels with fabrics harmonizing with 


the merchandise and appropriate to the current season— 
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Gardner Opens 
in Los Angeles 

The home office of Gardner Displays, 
Pittsburgh, Pa., has announced the opening 
ff a branch office in the Knickerbocker || 
building, 643 South Olive street, Los An- 
geles. James L. Adler is in charge, and Carl 
Shank, who recently joined the organization, 
will make this office his headquarters. The 
Los Angeles office will handle everything | 
in the Gardner line, including both retail 


} HE ' { ' = P : 
and commercial materials and display S. Tt Jv Sr iy : ~ ~ a ae Pe 
Howard L. Palmer, formerly of Chicago, | re R E iz | | } s 
has joined the Pittsburgh staff and will | ; t > —d 
cover the Southeastern sales territory. 
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Leaves NRDGA Post 
For Kaufmann's 

Alan A. Wells has resigned as manager 
of the Sales Promotion division of the Na- 
tional Retail Dry Goods Association, New 
York City, to join Kaufmann Department 
Stores, Pittsburgh, as advertising manager 
and assistant to Irwin D. Wolf, vice-presi- 
dent in charge of sales promotion. His suc- 
cessor with the N. R. D. G. A. will be an- 


nounced soon. 


Displayman's Son 
Opens Store 

Jack Romm, son of Joe Romm, display 
manager for Weber & Heilbroner, New 
York City, has gone into the haberdashery 
business at 425 Madison avenue. 





glamour 


that is 
startling 


Ir IS amazing to see the “stopping” 
power of these beautiful new Fairy HOSIERY Forms. They have an 
exotic glamour that seems to bring hosiery displays to life and gives a new 


beauty and irresistible appeal to stockings. 


The exquisite daintiness and smartness of these forms add a richness to any 
stocking style or color that creates an immediate buying urge and desire for 


new and better hosiery. 


Fairy Form ALLURE-ETTES are made of Fairylite—a_ featherweight 
material that is resilient and washable. They are available in the three exclu- 
sive Fairy Form display effects—Neutra-Tone, Glamour-Glo and ‘Trans 


parent. 


Here is your opportunity to attract new customers to your store and to 





increase your hosiery sales to present customers. Be the first in your city 


—The smiling chap is Clyde E. Anderson, dis- 
play manager, Warner Hardware Company, | 
Minneapolis, and the reason for the smile is a 


| to enjoy the sales influence of these startling display forms. 


5-pound bass.. Warner's is said to be the larg- | oe , ' for detailed catal 
est hardware establishment in the Northwest, | Write us today for detailed c ag 
with three stores in Minneapolis employing 125 | sheet and prices. Address Dept. DW-3. 


| 


persons. . . . In the lower photograph, P. K. 


Howell, display manager, Herman R. Hertel | 
wi by'k, Hadise snd'an'the nant oy pons | SHOE FORM CO. INC. AUBURN, N. Y. 
Campbell, of the display staff— 












“The Red-headed Stepchild ot National 
\dvertising’—the title of a composite article 
by a group of advertising managers in a re 
cent issue of DISPLAY WORLD—advanced 
the following six major reasons why there 
is a decrease in the use of window display 
campaigns by national advertisers, accord- 
ing to a nation-wide survey by this publi- 
cation 

1. Trend towards mass merchandise. 
Retailers demand payment. 

Waste. 
Trouble with display installation firms. 


Wl de Ww bo 


Too expensive, 


. Competition within the budget by inte 
rior display pieces 

I would like to present my opinions, based 
on experience and observation, with respect 
to the above-mentioned reasons. 

MASS DISPLAY—(a) Is the trend to- 
ward mass display as great as those actually 
interested in promoting it would have you 
For instance, in New England only 


believe ? 
Boston is being sold this type of display. 
About 300 drug stores at the most out of 
1000 in Greater Boston are participating 
We have noticed some dropping out and new 
ones coming in. The final answer is a ques 
tion mark as far as the druggists are con 
cerned. 

(b) There was a definite starvation of 
window displays when this type of display 
was introduced. The druggists were hungry 
for window trims. Hunger plus the novel 
idea—resembling the chain store stvyle—gave 
impetus to the promotion. Some dealers who 
could not secure single product displays and 
did not want to buy this professional service 
resorted to mass type trims of their own 
simply to keep their windows trimmed. 
If there were plenty of single product dis- 
plays available of the right type, and the 
campaigns properly planned and backed up 
with intelligent work in the field, would the 
druggists be at all interested? There are 
some single product displays available and 
we are installing them in windows. right 
alongside this mass type. 

(c) We are inclined to think that it. still 
has to be proved that such a type of display 
increases sales and does not simply transfer 
them from one store to another. On the con 
trary, it tells the consumer “we are. all 
Further 
than that, it makes advertisers rub elbows 


palsy-walsy—take your. choice.” 


with one another. It must be very nice for 
new products to be able to rub elbows with 
highly recognized nationally advertised 
products; it lends assistance—at the other 
fellow’s expense. 
RETAILERS DEMAND PAYMENT 

This statement was undoubtedly made to 
insinuate that retailers now demand payment 


whereas heretofore such was not the case. 
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Are Advertising Men Right 
in Criticism Of Display? 


By LOUIS O. CLEMENTS 
United Display Corporation, Boston 





Our experience clearly shows that there is 
no more demand for payment for windows 
by retailers now than ten years ago. Such 
a demand is made in the case of tobacco 
product displays. There are plenty of good 
drug stores ready to accept single product 
displays without payment of any kind. This 
is especially true when the right kind of 
displays are produced and backed up by 
good field work. 

DISPLAY WASTE—Display waste comes 
about when this material is either mailed, 
delivered, or unsuited to the retailer. There 
is no waste when the right kind of displays 
are produced and professional window. in- 
stallations are made part of the promotion 
plan. 

INSTALLATION SERVICES—It is true 
that there are some poor services; let us 
admit it frankly. It must be admitted also 





—Top, George L. Hermanson, display director, 
Republic Merchants Association, Chicago— 
recently elected president of the Chicago Dis- 
play Club. Hermanson has been in his present 
position for more than twenty-five years. ... 
Below, at Cleveland Display Club party the 
guest of honor was the mayor of the city; 
he brought with him a couple of policemen 
who immediately arrested President Ed Oster- 
land, Taylor's, and Michael Dai, The Lindner 
Coy, on a charge of "mis-handling merchan- 
dise."' Osterland is looking on while Dai 
listens to the reading of the warrant. (The 
policemen liked the party so well that they 
stayed on for a session of “bingo” later—and 
walked out with most of the prizes.) — 
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that in a great many cases there is a lack ot 
understanding on the part of the manutac 
turers. So, this adds up to “all-around 
dissatisfaction” with the poor services doubt 
lessly largely responsible. 

The weapon used by inferior services to 
secure work is “price cutting.” Then thx 
trouble begins. Some of the really good 
services, so far as their work is concerned, 
do not have backbone enough to ignore the 
inferior service policy, or ingenuity enough 
to offset it. 

Any manufacturer who is willing to plan 
properly and then pay a well-established in 
stallation service a price for the work which 
will permit a profit, can get what he pays 
for, plus. 

TOO EXPENSIVE—Has anyone ever 
actually made a comparison? It would be 
interesting to see the comparative figures 
(basing the average cost of an installed 
display at $4) as compared to the circulation 
secured from any other $4 that is spent for 
any other medium, especially with intelligent 
campaign planning. I dare say that the 
actual results in sales produced would be 
equal to any radio or newspaper campaign 
conducted over the same period at the same 
cost. 

COMPETITION WITHIN THE DIS- 
PLAY BUDGET—The function of countet 
pieces, cards, and the like is entirely differ 
ent than the function of window displays. 
Window displays attract customers from the 
street, and in any city over 450,000 have a 
daily circulation about 
greater than the circulation of interior point- 
of-sale display material. 

Interior display, of course, is inexpensive 


eighteen times 


compared to window displays properly in 
stalled. However, the interior display 1s 
simply a reminder to the customer already in 
the store who is familiar with the product 
(perhaps) whereas the window display does 
a selling job on a basis comparable to any 
other form of advertising. If the advertiser 
only wanted a chance to sell the average 
number of customers who go into the store 
every day, then all he needs is interior dis- 
play; but if he has any competitive problem 
that involves creating new customers or 
taking them away from other products, win 
dow display is worthy of just as serious 
consideration as radio, magazines, news- 
papers, bill boards, or car cards. 


Addison Lewis Joins List 
Of Display ''Teachers" 


In connection with a_ series of classes 
in merchandising being sponsored in  Rich- 
mond, Va., by the Retail Institute of that 
city, R. Addison Lewis, display director, 
Miller & Rhoads, has been engaged as one 
of the instructors. 
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Detroit Club Attends 
Lighting Demonstration 

The Detroit Display Club was entertained 
by the Detroit Edison Company on Monday, 
February 12. Dinner, a tour of the new 
Detroit Edison building, and a series of 
lighting demonstrations composed the eve- 
ning’s program. The lighting demonstration 
and lecture was arranged by A. Taylor, the 
Detroit Edison Company, and A. D. Shanks, 
the General Electric Company, and was pre- 
sented by C. M. Cutler and associates of the 
General Electric Laboratories of Nela Park, 
Cleveland. Cutler is a recognized authority 
on show window lighting, and his talk fea- 
tured fluorescent lighting and color in light. 

“Jim” Berg, Durable Displays, Inc., and 
Arnold Abrams, Adler-Jones Company, both 
of Chicago, were present and spoke briefly 
and enthusiastically on convention activities. 
About 145 members and displaymen attend- 
ed, which gave Art Hansen and his member- 
ship committee good material to work on for 
the current membership drive. 


Plastic Hosiery Forms 
Produced By Sobel 

S. Sobel Display Fixture Company, 143 
Grand street, New York City, recently in- 
treduced new plastic hosiery forms called 
“Lucy,” protected under design patent, and 
furnished either hollow or in solid tubing 
in knee and thigh heights. The material in- 
volved is Lucite. The fixture consists of 
the plastic leg, plus a heavy crystal and 
Lucite base. Literature is available on re- 
quest. The firm also specializes in making 
Lucite fixtures for all store departments, 
either from their own designs or from those 
furnished by the store. 


Shoppers Vote On Items 
In Window Display 

Hugh Horner, I. Miller's, New York City, 
recently installed two “voting machines” in 
the company’s Fifth avenue shop window so 
that passersby could express their opinions 
on two style questions dramatized in the 
display. By touching a small circle on the 
exterior of the glass, the shopper indicated 
her selection and the vote was tallied elec 
trically on a metered machine within the 
window. 


Travel Posters 
Offered Free 

The United States Travel Bureau, 45 
Broadway, New York City, is offering free 
travel posters and literature on national 
parks and resorts. In applying for this 
material, the letter should give the date on 
which it is desired and the requirements of 
the store. Allow ample time in setting the 
date on which the posters are needed 


Fontaine Introduces 
New Grass Mat 

\ new grass mat, known as “Estate 
Lawn,” has just been placed on the market 
by Adolph H. Fontaine, 489 Fifth avenue, 
New York City. The fireproof mat has 
closely clipped blades and the rows are 
evenly and tightly sewn. The effect is said 
to be that of a well-kept grass lawn. 


DISPLAY WORLD 


MITTEN’S 
LETTERS 


add 


. . . Stronger 


SUGGESTION 


clearer 


ARTICULATION 


satel astm ielaet=bit) 


PERSUASION 
ike) 

YOUR 

SELLING 

MESSAGE 


Write today lo 
MITTEN’S 


DISPLAY 
LETTERS 


Redlands, California 


a 
New York Distributors 
BRANSBY & HEWITT 
1600 Broadway 
New York City 





DISPLAY WORLD MARCH, 194 


Timely Display Ideas... 


SERRE ROE Res ARR tN By JAMES KILEY =e 
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photographs per week? 





Window by R. H. Macy & Co. 


YOU ASKED FOR IT---HERE IT IS--- 


A MEN’S WEAR 
PHOTO SERVICE 


Your letters have finally convinced us of the 





country. We now bring you the same clear, 
glossy 8 x 10” photographs in a service of 
men’s wear windows and interiors selected 
from the finest department stores and men’s 
specialty shops in the Metropolitan area. 


20 Photos per month .. . mailed on 
the Ist and 15th 


Do you know about our regular fashion service--10 
Write for further information. 


WORSINGER WINDOW SERVICE, 110 WEST 40th STREET, NEW YORK CITY 


demand for a men’s wear photo service that 
will compare with our popular women’s fash- 
ion service used by leading stores all over the 


Let us Send You Samples 











Variety Stores Welcome 
Well=-Blanned Displays 


Speaking before the first “5 and 10° Pack- 
aging Round Table, sponsored by The Syn- 
dicate Store Supplier at the Hotel Astor, 
New York City, on February 29, J. M. 
Ellis told his audience that the surest 
way for national advertisers to insure the 
their display material in variety 
stores is to acquaint themselves fully with 
“five and dime” requirements. Ellis is sales 
promotion manager for the G. C. Murphy 
Company, McKeesport, Pa. Excerpts from 
his talk follow: 

“There is no doubt that display material 
for variety stores can be greatly improved 
in quality and enhanced in value by a more 
Strict 


use of 


adherence to the and 
specifications of the stores whom the manu- 
facturers expect to use such material. 
“The trouble lies in the fact that manu- 
variety store suppliers all too 


requirements 


facturers or 
oiten decide themselves what they are going 
to give the variety form of 
Manufacturers spend their money 
only to discover that the displays will not 
be used because they do not meet with the 
variety 


stores in the 
displays. 


store requirements, ideas, specifica- 
tions as to size, nor do they fit in with some 
ot the rather strict company policies. 

Just the other day the sales promotion 
manager of a rather large and prominent 
toilet goods manufacturer came into my of- 
fice with photographs of a new display that 


had just been designed and was ready for 
distribution. The central piece of this dis- 
play measured 26 by 42 inches, entirely too 
large for use in variety stores. This display 
had solely for the 
stores, including variety 
Chain drug stores may desire display mate- 


been created syndicate 


and drug chains. 
rial of such a large size but I am sure the 
variety stores do not. As a result, we are 
able to use this display in but a few large 
stores and instead of 200 or more window 
displays in which this manufacturer's prod- 
uct would be featured, he will receive from 
our company a total of about twenty. 
“About four years ago a prominent manu- 
facturer of one of the popular household 
items, sold on our stationery counters, came 
to us with an idea for the display of his mer- 
chandise. He wanted to produce a counter 
rack that would keep his merchan- 
well as his 
He also wanted to make it easier for 


display 
dise as brand name before the 
public. 
the store manager and salesgirls to keep a 
complete pattern and assortment on 
display at all times. We worked with this 
manufacturer in producing a counter display 
that has 
sales producer. 


color 


rack proven most effective as a 
Although it was rather ex- 
pensive and represented a_ sizable invest 
ment for the manufacturer, the racks 
more than paid their way in sales increases. 


in use on our station- 


have 


The racks which are 


fixtures 
“Just last week two representatives of a 


ery counters today are permanent 
prominent greeting card manufacturer came 
to our office with 
chandising program for their line of cards 


a new display and mer 


An elaborate portfolio had been prepared in 
order to dramatize their presentation. It 
was evident the merchandising plan, display 
material portiolio and_ its 
were the work of an advertising agency which 
nothing whatever about 
stores, their operation, policies, or require 
ments. And this, gentlemen, came from a 
manutacturer who derives fully 80 per cent 


entire contents 


knew syndicate 


of his annual volume of business from syndi 
cate stores. 
“You 


would 


that he 
syndicate 


would naturally 
seek the 
buyers and sales promotion men before sub 
mitting a plan that 
of line. I dare say that the display 


assume 
advice of store 
was so obviously out 
mate 
rial which has already been prepared will 
be used by some stores but not with maxi 
mum results. 

“Just Saturday of last week I received a 
sample of a counter display fixture for nail 
polish which had been developed by a promi 
nent manufacturer. This 
wanted me to authorize the 


manufacturet 
distribution of 
to all of our 
refused to do... . 


fixtures stores, 
In de- 
veloping this display rack, the manufacture 
had overlooked the fact that 5 and 10 cent 
store counters are fully 90 per cent ‘island’ 
and fixtures placed thereon are 
visible from all sides. He had failed to 
finish the back of the fixture so as to permit 
[Continued on page 41] 


those counter 
which I promptly 


counters 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS == 








—The oak shelf display, with 
its colonial motif and_ illur 
nated message, is helping the 
sale of Carstairs Brothers Di 
tilling Company products in 
the Eastern territory— 


—Playing up ale as an ideal 
beverage during the cold 
months, this display derives its 
attention value from clever 
construction and atmosphere. 
The back panel is a reproduc- 
tion of the label, the middle 
plane a direct color photo- 
graph, and in the front is a 
large reproduction of the ale 
bottle. Lithographed and pro- 
duced by the Einson-Freeman 
Company, Inc., Long Island 
City, N. Y.— 


—To demonstrate the con- 
struction of the Zeus pipe, 
which uses two cigarettes as 
filters, Jos. H. Meyer Brothers, 
Brooklyn, built a special dis- 
play case of rigid, transparent 
Monsanto "Vuepak." The lid 
is trimmed with acetate bead- 
ing and firmly mounted in a 
hardwood base— 


—The Coty Sell-Arium, a 
counter display providing 
proper light for rouge colors 
regardless of the variable 
lighting in retail stores, won 
an honorable mention in one 
division of the All-America 
Package Competition, spon- 
sored by Modern Packaging 
magazine. Arthur Botham, 
Coty, Inc., designer; Arrow 
Manufacturing Company, Ho- 
boken, N. J., made the cab- 
inet, using transparent and 
frosted "Vuepak''— 


—The special mirror display, 
made by Pressman & Tempest, 
Philadelphia, for Schenley Dis- 
tillers, New York City, is 24 
inches high over-all. The mir- 
ror diameter is 17 inches. 
Gold background, with red 
and black raised lettering— 


—The Maine Blueberry Girl, 
complete with freckles and 
blueberry juice, tops the new 
jumble basket—an automatic 
set-up construction patented 
by Einson-Freeman. Desianed 
by Brooke, Smith, French & 
Dorrance, Inc., New York 
City— 
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Brown Durrell Offers 
Cash Prizes 

Cash prizes of $25 each are to be awarded 
by the Brown Durrell Company, 200 Madi- 
son avenue, New York City, for the four 
best displays of the company’s products in- 
stalled during the first three months of the 
vear. One award will be made in each of 
four population classifications. 

Entry must be made by sending in a pho- 
tograph of the display, Brown Durrell shar- 
ing half the cost of taking the picture, and a 
copy of a newspaper advertisement appear- 
ing during the time the display was on view 
must accompany the photograph. The com- 
pany likewise agrees to pay half the cost 
of the advertising space. The judges are 
George Petty, well-known artist; Sidney 
Margolius, Retailing Executive, and the 
Sterling Advertising Agency. 





General Electric Announces 
Fluorescent Lamp Reduction 

\s of March 1, General Electric has re 
duced the price of the company’s fluorescent 
lamps approximately 15 per cent. The de- 
crease is made possible by expanded pro- 
duction and the resultant lowering of manu- 
facturing costs. Other price reductions on 
several G-E items went into effect at the 
same time. 

During the first full year of operation, 
G-E’s Fluorescent Lamp works at Nela Park 
turned out nearly two million of the fluores- 
cent lamps. 


Beall To Teach 
Display Class 

A class in display, sponsored by the Art 
Institute of Kansas City, Mo., is to be 
taught by “Ras” Beall, Harzfeld’s. Win- 
dows of normal size will be used for labora- 
tory work, as well as miniatures for various 
individual efforts on the part of students. 
The class will be conducted three times 
weekly for a period of sixteen weeks. 


"Wanderlust" Is Aid 
To Travel Displays 

A new display piece called “Wanderlust” 
has been developed by Lee Howard, 1700 
Broadway, New York City, for use in travel 
and vacation displays. The material con- 








sists of a reproduction of a “paste-up” or 
montage of hundreds of luggage labels from 
ships, air lines, and hotels of far-off 
countries. 
New Display Company 
Makes Appearance 

\bbot R. Diamant has announced the for- 
mation of a new organization specializing in 
the creation of display equipment especially 
designed and built for “the store beautiful.” 
The firm has been named Merchandising 
Display Equipment Company, 15 West 26th 
street, New York City. 


Hiffman Moves 
To New Quarters 

Erwin Hiffman, Hiffman Display Adver- 
tising Company, St. Louis, and chairman 
ot the board of the International Associa- 
tion of Display Men, has announced the 


t 


removal of the firm to a new and larger lo 


cation at 2227 South Broadway. 
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THE NEW 1940 
RHC CATALOG 


Here’s the biggest, most 
complete, most practical 
aid in the display merchan- 
dising equipment field yet 
produced! 


It’s our 1940 RHC catalog! 


80 pages! Conveniently 
cross-indexed! It’s a MUST 
HAVE for every display 
and merchandising man! It 
should be on your desk to- 
day! Send for your FREE 


copy now! 








































































IT’S LARGER! 
IT’S DIFFERENT! 
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REFLECTOR-HARDWARE CORPORATION 








General Offices and Factory 


on i a eee a ee 
NEW YORK OFFICE: MARBRIDGE BUILDING, BROADWAY AT 34th 


Standing Room Only, Please! 


Yes Sir! If you'd like to play to a "packed house,” and to 
hang out the "'S. R. O." sign . try using Meloy Brothers 
blowups in exaggerated dimensions. 


e PHOTOGRAPHIC 
e TRANSPARENCIES 


EXECUTED IN 
BLACK AND WHITE, SEPIA, HAND-COLORS 
MAIL YOUR ORDER OR INQUIRY TODAY 


MELOY BROS., 

















































e BLOWUPS 
e MURALS 
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INDIANA 
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THE DISPLAY 
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HAN SILVERBLA 
KASH Edit 


OUR PLATFORM 


. The Development of Window Display Adver- 
tising. 

. More Display Cooperation by Manufacturer 
and Merchant. 

. Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 

. Appreciation of Display's Power in Merchan- 
dising. 

. Absolute 
Columns. 


Our Editorial 


Independence of 
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Why All The Shouting About 
Advertising Vs. Display? 
From the Eastern seaboard during the past 
few months have come reports of a steady 
encroachment by the advertising department 
on the display division of retail stores. At 
least so the rumors have it. 
\s a fact, to 
display on wider scale than 
territory Hudson 
rivers, the whole thing seems like a tempest 
in a tea-pot. It is true that two 
stores in New York City or vicinity did see 
fit to put an advertising man over the dis 
play department title of 
ordinator of publicity,” “art director,” or the 
like—but such by no means represents a defi 
nite trend. Had the same thing been done 
in Tulsa or Minneapolis or Detroit it would 
have occasioned only the slightest ripple of 


view 
that 
Kast 


matter of those who 
a slightly 
bounded by the and 


one or 


“co- 


under the 


interest or comment. 
The general opinion throughout the rest of 
New Yorkers 
events in their 
territory as being representative of the rest 


the country seems to be that 


are a bit prone to look on 
of the nation, whereas this 1s not at all true 
\s a matter of fact, many things which take 
place in New York distinetly 
atypical of the country as a whole. 


City are 


Instead of a trend toward the subordina 


tion of display to the advertising department 

any more than already exists, that is 
there seems today to be a more cooperatiy 
attitude on the both 


Display has been coming into its 


part of divisions ot 
retailing 
achieving 
ranks 


own, making steady progress in 


due recognition In stores it 


neck-and-neck with the advertising depart 


many 


ment, as brought out very clearly in numer 
ous comments by prominent retailers in the 
issue of DIS 


January Review and Forecast 


PLAY WORLD. 


DISPLAY WORLD 


If there is any trend in the status of dis- 
play, we believe it is along the line men- 
tioned in the preceding paragraph rather 
than toward a lowering of the status of 
display. 





Display Clubs Stand For 
Good-Fellowship 


In looking over the “Reminiscing” column 
each month can hardly avoid being 
struck by the numerous references to the 
display clubs of ten years or so ago. Al- 
of any importance had a 


one 


most every city 
functioning club which played an active part 
in civic affairs in addition to bringing the 
displaymen of the town together. 

But during the past decade club after club 
dropped out of existence. It is true that 
during that time the custom of “joining,” 
which was pretty much an American failing, 
faded away, which account for the 
dearth of active display But 
the major reason probably is that not enough 


may 
clubs today. 


care went into the preparation of club pro- 
grams. 

The program chairman is the most impor- 
tant club activities, whether he 
knows it or not. Within the past few months 
been the visit 
different 
parts of the 


figure in 


writer's privilege to 
club meetings in 


it has 
display 
country, 
fact was immediately 


several 
different 
case one outstanding 


and in each 


whenever a club had an active, 
building 


noticeable ; 
thoughtful man = in 
of programs, that club had little difficulty 
in obtaining and holding memberships; at- 


charge of the 


tendance at such meetings was consistently 


good. On the other hand, when the club 
members had to endure a draggy, uninstruc- 
tive session of two or three hours the story 
was the exact opposite. 

Display clubs are one of the best media 
for the building of a spirit of cooperation 
and good-fellowship among the displaymen 
The advantages they 


under 


of any town. 
offer 
many to 


many 
good leadership are too 
through 
And there 


available 


can 
carelessness in 
are too many 
in any city, 
too mariy practical demonstrations of vari- 
ways of 


waste 
planning programs. 
interesting speakers 


ous phases of display, too many 
putting sparkle and snap into meetings for 
any organization to be content with medi- 
ocre programs, 

The suggestion is offered to displaymen in 
towns that do not have clubs that they form 
a local organization and start the ball roll- 
ing at a swift clip right from the start. Un- 
der such conditions it is not too difficult to 
reap the advantages of club membership. But 
pick the best man you have for chairman of 
the program committee ! 


The Detroit Convention 
Of The |. A. D. M. 


It may seem a bit too early to be thinking 
oft attending the 1940 convention of the Inter- 
national Men, to be 
held in Detroit June 24-27. But in reality 
it is not at all early to start laying your 
plans to be on hand for the opening gavel, 
for you won't want to miss a single session. 

The details of the program have not been 
announced publicly as yet, but there are in- 
that it will be well worth while. 
from the educational side of the 


\ssociation of Display 


dications 
But aside 
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affair, the meeting of old friends again, th 
discussions of display in all its ramifications 
the opportunity to see and examine the new 
display equipment and materials at 
hand, all justify the journey to Detroit. 

Displaymen are accustomed to planning 
for events in the future; here is one “pro- 
motion” that should be given some thought 
right now. 


first 


SPRING CLAIMS MANHATTAN 
[Continued from page 7] 


suits and dresses” describes the card text 
Maurice Rosenbloom is director of display 

Bonwit Teller very nearly had spectators 
standing on their heads to get into the spirit 
of the window pictured at the lower right o1 
page 7, which Display Director Tom Le 
presented as one of an amusing dream fan 
tasy series inspired by “Sleeping” (sister t 
“Shocking” ) — Schiaparelli’s 
and her new shade of vivid aqua blue. 

Words of wisdom from the 
book” as inscribed in’ individual cards 
throughout the windows, interpret this set 
ting in the brief and adequate statement 
“A dream of Falling foretells misfortune.’ 
The mannequin is head 
from the floor, which, to produce the tops) 
turvy effect, is really where the 
should be. A with stuffed 
ornaments securely wired in place 
satin padded chair are similarly hung upside 
down to further this illusion. 

The aqua-painted chandelier, dramatically 
lighted with dark blue bulbs in milky glass 
globes, catches the spirit of things and 
springs from the floor, which is padded with 
quilted aqua satin. 

Spectral blue lighting enhances the som 
nambulistic quality of the windows and a 
special attachment affixed to one of the over 
head spotlights throws a thin finger of light 
directly onto the perfume bottle to give it the 
an illuminated candlestick 


new perfunx 


“ovpsy dream 


suspended down 
ceiling 

satin 
and a 


console 


appearance of 


New Fluorescent Device 


Placed On Market 


The GoldE Manufacturing Company, 1214 
West Madison avenue, Chicago, has an 
nounced a new development. in 
with the use of fluorescence in display. Called 
“Nubicrome,” the device is a motor-driven, 
self-contained unit which is said to provid 
a source of supply of “black light,” plus a 
constant, contrasting change from any colo1 
desired to the fluorescent effect. The light 
through which 
focusing as desired. 


connection 


is projected lenses permit 





Future Display Executive 
Arrives In East 

Tommy Wilson, son of Mr. and Mrs. John 
1D. Wilson, appearance at the 
Brooklyn hospital, Brooklyn, Monday, 
March 11, with a ringside weight of 6 
pounds 7 ounces. The proud father is head 
of the display paper division of Coy, Dis 
brow & Co., 686 Greenwich street, New York 
ity. 


made his 


The baby is the second son. 
Schriver Names 
Display Manager 

Schriver Brothers, Knoxville, Tenn., has 
appointed Boyd Smith to the position ot 
display manager. 
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VARIETY STORES WELCOME 
WELL-PLANNED DISPLAYS 
[Continued from page 37] 


it to do a selling job from both sides of the | 


counter. Further, a mirror sign on the front 
was very ineffective and would not do a sell- 
ing job in keeping with its cost. 


“Price appeal should always be evident on | 
When you omit | 


manufacturers’ displays. 
the “10c” price trom a display in a variety 
or 5 and 10 cent store, you also omit the 
plus sale productiveness of the display. 
“Variety store displays should not be too 
large. The central unit of a multiple-piece 
display should rarely be over 22 by 28 inches 
and the smaller pieces not over 11 by 14. Va- 
riety stores have standard size signs that are 


used in windows and on the counters. If | 


you will design your window displays so as 
to incorporate signs in the specific standard 
sizes, then you will reap a double benefit 


from them, for they can be used in the sign 


frames on the counters when they are re- 
moved from the windows. The most effective 
window displays for variety stores are those 
which by die-cutting or scoring and folding 
make it possible to use them as a fixture on 
which to display your merchandise, thereby 
furnishing a close tie-up with your sales 
message and your product. 

“Chain drug stores, department stores, and 
variety stores differ in their display require- 
ments and they should be treated separately 
and individually. Department stores resent 
or entirely refuse to use a window display 
that is also being furnished to chain drug 
stores or variety stores. Chain drug stores 
require somewhat larger unit pieces in a 
display than the variety stores will use. The 
manufacturer furnishing displays to any of 
these stores should bear this in mind and 
should not attempt to furnish an all-purpose 
display which would be the answer to a pur- 


chasing agent’s prayer by making the ‘run’ | 


long enough to bring down the unit cost.” 


Display Card Holder 
Is Introduced 

Revere Copper and Brass, Inc., Rome, 
N. Y., has just placed on the market a new 
self-adjusting display card holder. Called 


“Scrollette,” the device has a coil spring | 


which holds horizontal or vertical cards of 
almost any shape. 
of phosphor bronze and is available in two 
finishes. 


Display Firm Celebrates 
Tenth Anniversary 

Edwin E. Goodman, head of the 
Flexible Sleeve 
34th street, New York City, has announced 
that the firm is now celebrating its tenth 
anniversary in the display fixture business. 
Literature is now ready on a special offer 
being made by the company in honor of the 
occasion. 


Lighting Equipment 
Bulletin Issued 
Kliegl Brothers, 321 West 50th street, New 
York City, has published an illustrated four- 
page bulletin which is replete with informa- 
tion on various forms of lighting equipment 
lor numerous applications. Unusual devices 
are included as well as common forms of 
ghting fixtures and specialties. 
available on request. 


Cr pies are 


It is made in two sizes 


Goodman | 
Form Company, 19 West | 
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AMES METAL MOULDING CO., Inc. | 


225-229 EAST 144TH STREET, NEW YORK CITY 


Ask For Our 


NEW 1940 CATALOGUE 


Chrome and any other commercial metal— 


Snap-On, Stainless Steel, Edgings and Nosings | 


—Display Frames 


WE ARE DIRECT MANUFACTURERS 





ePlease Mention DISPLAY WORLD | 


When Wiiting Advettisers 








MORE 
MONEY 


STUDY 


WINDOW DISPLAY 
ADVERTISING & 
CARD WRITING 
BY CORRESPONDENCE 
Easy Monthly Terms 


THE KOESTER SCHOOL 


300 W. ADAMS ST., CHICAGO 
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NEW 
LINES 


For several years the sets for the annual the lady at the left and the wide-spread fan 
Warner Brothers Corset show in New York done in gay colors across the background 
City have been created by George J. Wells, The long-waisted brassieres are suspended 


FOR 


industrial designer and store consultant. from invisible wires. 
\mong those used this year at the Hotel The elements for a very striking display 
\stor were the two shown on this page—so are contained in the setting for Le Gant 
made up as to serve as ideas for retail store Corselettes. Done in the form of a flower 
displays latet shop, each flower basket is to contain a 
\bove is the display for Basque brassieres. mannequin clad in the garment featured, 
Phe word “basque,” in case you've forgotten, with other corsets placed in front of the 
PAPIER-MACHE probably originated from the short jackets baskets. Wells’ recommendation is that the 
worn by the Basques. Since the Basques mannequins wear colored gloves and have 
live on the Bay of Biscay, part of their their coiffures done up with big bows of 
territory being in Spain, Wells selected a veiling. The color scheme here is left to the 
Spanish motif for the display as typified by imagination of the individual displayman 
The canopy treatment of the background 
‘oe)* i le hynele), could be painted on the wall board or seam 
one ee —These attractive settings for the display of a See a Fseass 
iad _— with Composi- foundation garments _ the work of George baskets could vw silhouettes ia from wall 
J. Wells, industrial designer of New York City. ‘ 
Rtas In the lower sketch, the mannequins are placed 
: within the three flower baskets, the top of the 


handles just clearing their heads— 
e T 2S 


Enhance the quality of —_ 


Forms and Heads that 
(c- Ma Co) of Co) Mo Corel -D oki tele | 
the new Spring Styles. 


board or actual three dimensional units 
The appearance of this display definitely 
suggests a Parisian atmosphere. 


tion for novel ensemble 
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WRITE TODAY 
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CATALOG AND 
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DISTRIBUTOR 
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Golden Gate Exposition 
To Have New Beauty 

The dream city of Treasure Island will be 
reborn on May 25 when the Golden Gate 
International Exposition 1940 opens its por- 
tals to visitors from all parts of the world. 

The lighting of the fair of 1940 will again 
be a feature, and engineers are planning 
many new and amazing color combinations 
to make exhibit palaces, courts, and foun- 
tains beam with new radiance and spectac- 
ular hues. 

More than a million dollars has been in- 
vested in the equipment to make the night 
illumination a triumph of engineering. 
Every court and esplanade has received in- 
dividual treatment. The new Gayway will 
be the center of bright lights, while the 
Court of the Flowers, the Court of the Seven 
Seas and Treasure Gardens will be bathed 
in silvery shades of moonlight. Over the la- 
goons there will gleam gentle pastel shades, 
while shafts ot red, rose, and orange will 
lend gaity and liveliness and beauty to the 
towers and domes that make up this magic 
city of the Golden Gate. 

New methods have been devised by the 
lighting engineers tor the use of floods, spots, 
and searchlight scintillators, while under- 
water lighting and fluorescent globes make 
it possible to produce a fountain with an 
effect of seething fire. The water effects 
range from cascades of gleaming pearls to 
hues that change periodically to reveal new 
beauties in a kaleidoscopic succession of 
jets and flambeaux pouring forth radiant 
amazing patterns. 

Great cylindrical lanterns lend warm hues 
to the foliage and the courts. Siamese cere- 
monial umbrellas 50 feet high, with trans- 
lucent tops made of flexible fabric, form a 
decorative lighting effect in the Court of 
Reflections. Throughout the exposition 
grounds, the light sources are hidden from 
the eve, and this indirect method of illu- 
mination adds to the romance and beauty of 
Treasure Island. 

\pproaching Treasure Island by way ot 
the Bay bridge or the ferry, the effect of the 
illumination is to set off the entire exposi- 
tion as a floating city, bathed in a warm 
glow of color which shades from amber to 
white, with brilliant hues complemented by 
natural shades on every hand. 

More than 9,000 floodlights are concealed 
in the shrubbery about the exposition 
grounds. The walls of the exhibit palaces 
are illuminated by fluorescent tubes of green, 
pink, and amber. Pigments flame into gor- 
geous beauty under the touch of ultra-violet 
“black light” to change the picturesque 
groups of figures into living things that 
seem to move under the magic touch of light. 
Nearly 300 ultra-violet mercury floodlights 
ot 100 watt capacity were employed last 
year for unusual effects with reflected light. 
The success of the use of “black light” will 
probably lead to its employment to even 
greater extent in the 1940 exposition. 

Uniform light is employed throughout the 
exhibit buildings, which have no windows 
to mar the lighting effect on the displays. 
Concentrated type reflectors are used on high 
points, and the spread type for lower ele- 
vations. In the Palace of Fine Arts a re- 
flection type of lighting was found success- 
ful, the light being reflected by a special dif- 
fusion prism in the bottom of a trough. 
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CHICAGO CARDBOARD COMPANY 


666 Washington Blvd. Chicago, III. 


For Sale by Leading Distribulors-Everywheté, 











DISPLAY Reyburns MATERIALS 


NEW IDEAS FOR SPRING 


SEE THEM AT YOUR 
SERVICE WHOLESALERS 
f 


No. S414 
BIRD HOUSE SET-UP PLAQUE 


Size 18 In. Diameter 
White Display Board Processed Blue, Green and Orange 


SPRING DIE-CUT 
DECORATIONS 
Made of White Display Board 
S-1—ROBIN, 13% in. x 8% in. 
Processed Yellow, Red, Blue 
and Green. 


S2—TULIPS, 13 in. x 10 in. 
Processed Yellow, Red, Brown 
and Green. 


S3—BLOSSOMS, 11 in. x 10 in. 


Processed Pink and Green. 


S4—BUTTERFLY, || in. x 8 in. 


Processed Yellow, Blue and 
Green. 


THE REYBURN MANUFACTURING CO., INC. 


DISPLAY DIVISION 
NEW YORK PHILADELPHIA CHICAGO 








44 


“Wanderlust” 


A New Vacation and 
Travel Background 


Size 40” x 60” 


Price $3.50 


Hundreds of Hotel, Shipline, Airline 
and Railroad Baggage Labels in 


full color. 


Mounted on board which can be 
cut with scissors and bent around 
platforms — and yet is heavy 
enough to tack up as a background 


without additional mounting. 


There is only a limited amount of 


these backgrounds . . . order yours 


now! 


LEE HOWARD 
ADVERTISING 


1700 Broadway New York City 


JOBBERS . . . Contact us today about 


this unusual display piece. 


DISPLAY WORLD 


MARCH, 19406 


Think this over... 





Reasons for thankfulness: in America we 
say this is the third month of the year; in 
many parts of the world they say it is the 
seventh month of the war. 


Mrs. Roye Fleming, typical customer 1940, 
selected by the National Retail Dry Goods 
Association, says she would like to see prices 
used in window display—‘‘because I don't 
want to get too interested in an article 
until I know whether I can afford it or 
not.” Congratulations, Mrs. Fleming, and 
remember, displaymen of 1940, you won't 
stop the typical customer or a lot of others 
if you don’t price your goods. 


“Go West, Young Man, Go West” might 
have had something to do with James David 
Buckley's trek to Saks-Fifth Avenue, Bev- 
erly Hills, Calif., but the striking, traffic- 
stopping displays he is installing has given 
Californians something else to talk about 
besides the cold weather in Florida. 

Is belonging to a display club) worth 
while? A displayman formerly of Detroit 
and for the past two years connected with 
Andies Candies, Chicago, became critically 
ill early in 1940. Bills for this and that piled 
up as they always do and on top of it all 
came an insurance premium which had _ to 
be paid. His wite ready to sell the 
household goods to carry on, but fortunately 
the Detroit Display Club heard of this dis- 
playman’s misfortune and went into action. 
\ check for $50 was sent immediately by 
the club. John C. Taylor, an active member 
of the Detroit organization, wrote other dis- 
play clubs concerning this man’s misfortune 
and I am well re- 
ceived and contributions made if the club’s 
treasury wasn't in the red. A window of 
orchids, anyway, to the Detroit Display Club. 


Was 


sure the response was 


A wife is who can look into a 
kitchen drawer and find a screw driver that 
there. 


someone 
isn't 


Displaymen won't answer letters and even 
some presidents of display clubs are no ex- 
Why? Perhaps it’s a lack of 
stenographers. Anyway, I believe every dis- 
play school in America should teach a course 
in typewriting to say nothing of a strenuous 
course in public speaking. 


ceptions. 


Red, red and more red! [ thought Christ- 
mas was the end, then up popped Valentine's 
day to end it all, but alas Fashion, the 
changeable dame, decided to keep it going 
on accessories for spring. To top it off we 
where eight out of the ten of Lana 
costumes for her role in “Two 
are made in the star- 
color—red. 


read 
Turner's 
Girls On Broadway” 
let's favorite 

The biggest problem of coconut growers 
in Malaysia, according to an article in Cap- 
per’s Weekly, is to keep the lazy natives 
at work gathering the miniature bowling 


By FRANK G. BINGHAM =e 





balls. Exasperated over the slowness of | 
pickers, a grower got an idea. He train 
a pet monkey to pick nuts for him. 1] 
animal did it so well he put others to work 
and today monkey coconut pickers have ly 
nearly unionized on the tropical 
The monkeys are kept on long 
leashes. Two hundred coconuts is 
ered a fair day’s work by an ambitious na 
tive. 
high as 1,000 coconuts a day. 
to that 


come 
islands. 
consis 


The monkeys have made records as 
Make vou 
moral 


own one. 


“It's a hold-up” shouted the bandit as lx 
asked the price of a pair of shoe strings in 
a dry goods store in Pittsburgh. The clerk, 
being a good reached for the 
nickel, holding back the shoe strings with 
the other hand, as the bandit demanded the 
contents of the cash register. As the nickel 
dropped into the palm of the clerk’s hand 
he gave a Tarzan call for help. The bandit 
fled. Ringing up the nickel and putting 
back the shoe strings was routine. Who 
said there isn't any adventure in retailing? 


salesman, 


A new trade magazine devoted to the 
swimming industry—pool, beach and main- 
tenance— attempted recently to determine 
how many swims Americans take during a 
season. The huge task was stopped after 
they discovered a billion swims before they 
reached even the half-way mark. A _ billion 
swims or a billion dollars is more than any- 
If vou were to get $100 a 
display, or 
about 2,000 
The impor- 

something 


one can realize. 
week for teaching a class in 
swimming, it would take 
years to earn a billion dollars. 
tant thing is that swimming is 
people want to do, so display from the swim- 
ming angle should be promoted more thar 
ever this year. The mannequin that swims 
around in a tank for show window purposes 
isn't an “all wet” idea as it sounds, although 
I never thought of it until now. It might 
help sell more of those millions of swim suits 
that millions of people will buy to take those 
millions of swims. 


you 


Paul Kane, displayman from Clearfield, 
Pa., writes and asks this question: “You 
speak a lot of the I. A. D. M. in your column 
Just how could a fellow like me, in a small 
town, benefit from joining such an organiza- 
tion? If it would enable me to put m) 
talents to better use in many ways, | 
would be glad to join.” Well, Paul, joining 
the I. A. D. M. would help you or any other 
displayman regardless of what size city he 
works in. In fact, the smaller the city the 
more prestige it would be for you to belong. 
In writing a letter for a job you always 
mention the organizations you are affiliated 
with and certainly a letter carrying this line 
would be impressive to any employer: “I am 
an active member of the International Asso- 
ciation of Display Men.” In other words, 
you belong to something that really belongs 
to you because you are a part of it. Mem- 
bers make and keep organizations going, not 
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fhces, desks, typewriters, or file cabinets. 
The I. A. D. M. gives you a membership 
card. It is the same piece otf cardboard 
at the highest paid display director in the 
yuntry carries in his pocket. It doesn’t ask 


what church you go to, nor does it inquire 
whether you're a Democrat or Republican. 
Its sole purpose is to promote the ad- 
vancement of display. Its objective is to 
make better displaymen and thereby better 
display. 

It sponsors a national display convention 
each year; this year it will be held in De- 
troit, June 24-27. Ii I were a young fellow 
interested in display, I would plan now to 
attend that convention. I would first ask 
my firm to send me and if it refused I would 
take my vacation the week of the convention 
and go to Detroit. A young displayman can 
learn more at a convention in four days than 
he can in years and the experience gained 
will help him do a better job. I attended 
my first convention in Detroit in 1927 on my 
own expense account and that experience 
had more to do in shaping my display career 
than any other thing. It made me display 
minded in a way nothing else could. 

You, and every other displayman, should 
join an organization that promotes your- 
self. If you think you aren't worth the $5 
investment, don’t join. You will have plenty 
of company outside who sing in the grapes 
of wrath chorus this silly ditty: “What do 
I get out of it!” 

You will get out of the I. A. D. M. exactly 
what you put into it. You can best judge 
your real worth, so I rest the case in your 
hands. 


Plastic Figures Prominently 
In Packaging Awards 

By taking four major awards and three 
honorable mentions in the 1939 All-America 
Package Competition, Vuepak, a rigid trans- 
parent plastic produced by Monsanto Chemi- 
cal Company, Plastics division, set a record 
for awards accorded a single material, ac- 
cording to James R. Turnbull, manager of 
advertising and sales development of the 
division. 

Vuepak is a cellulose acetate plastic sheet 
material produced in continuous lengths by 
Monsanto at Springfield, Mass. For pack- 
ages and displays it is used in thicknesses 
from five to twenty thousandths of an inch. 
It is odorless, tasteless, non-inflammable, 
and extremely durable. Vuepak has been 
the subject of an intensive national and trade 
advertising program by Monsanto during the 
past vear, and expanded plans for 1940 are 
now in the process of production. 





Novel Display Catalogue 
Has Two "Fronts" 

The new quarterly catalogue of Korrect- 
Way Display Products, 2300 Locust boule- 
vard, St. Louis, makes use of a novel idea 
whereby the booklet is given two “fronts.” 
\ll the display equipment for men’s wear is 
shown in one half of the book; the second 
half is devoted to equipment for women’s 
wear, with the book reversed for this partic- 
ular section. Thus, regardless of how one 
picks up the catalogue, the “front” cover 
Ss uppermost. Many items of interest to 
the display field are covered 
vailable on request. 


Copies are 
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I’ve trimmed lots of windows, but 
—for speed, convenience and portability, that Hansen 
Vest-Kit has everything else “topped.'’ Nothing like 
Take them to the yop? That's what 1 itt | slip it into my vest pocket—hop into the window 
rll - ——— — : —— — sen with my Hansen Tacker—and I'm all set! 

eahie ‘Min end ‘Sime Mite—tes Watch me "step on it!" Vest-Kit 
door ov outdoor ta king ¥ ' Boy, howdy! in my vest the a get staples 
in a jiffy. A ready supply as near as my vest pocket— 
and handy to draw on when more staples are needed. 


with that Hansen Vest-Kit, | finish my 
Say, bo, windows in jig time. | thought the 
Hansen Tacker was fast itself—but with the Vest-Kit, 
it's even faster! 


Order? Sure! | did. Why not you? 


A.L. HANSEN MFG. CO. 


5041 Ravenswood Avenue CHICAGO, ILL 







































wg THAT WIN 


Heads that win favorable attention, command interest for the entire figure. 
These typical American heads reflect the masculine and well-groomed, effectively. 
More important still, the entire Culver man's mannequin, with its many new and 
improved features, is so carefully modeled and designed, that the clothes it wears, 
fit perfectly and look it! They are cast in genuine *Rubberlite, eliminating the 
hazard of breakage. 


** Rubberlite” is a latex composition vulcanized in terrific heat It is not to be confused 


with so-called rubber figures, as Rubberlite is a time-tested product with a background 


INC. 


of seven years of successful acceptance by the trade 
LOS ANGELES 


DURABLE DISPLAYS, 
CHICAGO NEW YORK 
2010-2018 S. Halsted St. 4 West 37th St. 742 South Hill St. 















FLUORESCENT PAINT 


TODAY’S NEW DISPLAY HIT! 








MAGICAL! 
MYSTIFYING! 
DIFFERENT! 


scenes, designs with 
Place them in a 
Then expose 


Simply coat objects, 
Flame-Glo Fluorescent Paint. 
dark window, room or enclosure. 
them to invisible “black light” (ultra-violet rays) 
glowing colors spring to life. 


Limitless possibili- 


and brilliant, 
A proven ‘crowd-puller.” 
ties. Flame-Glo is priced to fit your budget. 
wood, metal, cement 
Easy to brush or 


harmless to health. 


For any interior surface 
cardboard, fabrics, etc. 


spray; dries in one hour; 


NOTE. We now supply effective, economical 
U. V. Black Light lamps to use with Flame-Glo. 
Write for new literature on Flame-Glo and U. V. 
lamps. When in New York, see our dramatic 


demonstration room. 


FLAME-GLO COMPANY, INC. 


WILLOW AVE. at 135th ST. NEW YORK CITY 








“Serving the Display Profession”’ 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 





Lighting one after an- 
other, without motor, 
without wiring—that’s 
the new idea of our 
electrical contacts and 
color flashers. Time- 
able, AC, DC. Write 
for details. 


BESBEE PRODUCTS, TRENTON, WN. J. 
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**Moral Issue’? In Display 


By J. CARVER BOSSARD 
Architectural Designer, Philadelphia 


Some months ago I wrote an article on 
window display as viewed from the shopper's 
DISPLAY WORLD published 
belong to a profession kindred 
From 


angles 


standpoint. 
it because | 
to that of 
both the 
architects 


architecture. 
technical 


display, 1. e., 
economic and 
should be 
last few 
time to 


good merchandise dis- 
given 
their 
their 
must be 
Hence, 
their 
often 


play critics, as the vears have 
from 
and has also limited 
they 
shopping! 
what 
and 


them plenty of roam 
drafting 


incomes to a 


boards 


point where 


satisfied with window 


they gaze with interest upon 


forth 
real application of aesthetics to 


cousins the 
their 
merchandising, 


displaymen set 
envy 
stimulating direct sales ap- 
and symbolically. My 
psychological display is one 


peal psychologically 
definition of a 
which appeals to the emotions as well as the 
eye, creating the immediate step 
right into the midst of the display and utilize 
display 
often 1s a work of art, ap- 
pealing to the eve and the 
indirect but 


desire to 
the merchandise. The symbolical 
carries a theme, 
reason. Its sales 


appeal is more creates an ad 


nuration tor the merchandise, which in turn 


stimulates the desire to possess 
an excellent excuse for presenting 


found 


I have 
this dissertation. | 
which has a theme of its own 


have something 
Recently l 
had the privilege of reading a manuscript on 


Wayne W. Light, New 


head of the firm of business and 


merchandising by 
York City, 
merchandising counsellors which bears his 
will in a short time 


“It Isn't Magic, 


name. The manuscript 
appear in book form entitled, 


permitte: 
purpose « 


It's Merchandising.” Light has 
ine to discuss his theme for the 
book 


this article, not as a preview of his 


but more as a loan of the idea therein cor 
tained, 
Merchandise must a product o 
Light, “be 
product or service—a ‘mora 
public ac 
moral issue must 
defines it, “Moral 
justificatior 
of a product or 


comprise 


a service. “There must,” says 
reason for the 
that justifies 
ceptance. This 
be factual and real.” He 
moral right or 


issue’ its claim for 


reason or 


issue means the 


for the existence servic 

It may be dramatized and exploited by sales 
talks, by literature, illustration. It 
is the vehicle by which any subject of met 
justifies itself for its 
and then for its public acceptance. 


and by 


chandise very exist 
ence ; 

Now beyend displaying merchandise in a 
window, applying the 
erning arrangement, setting, 
creating a 


basic principles goy 
and as 1s 
theme 


toward helping or com 


color 
so often done by experts, 
what can be done 
pelling the merchandise 
its own message 
claim what the 
ceptance ? 
Displavmen know how to create an effect 
through the employment of art, o1 
utilization of the 
fantastic, even whimsical, and 
thereby effecting a startling arrestment on 
the part of the Even the use of 
the symbolical, 
of the art and the chimerical, 
[Continued on page 53] 


itself to speak out 
its own moral issue—and 
merchant 


wants, public a 


either 
through the 
dering on the 


bizarre—bor 


onlooker. 
which is often a combination 


two, will draw 


—Above are the new officers of the Southern California Display Club with headquarters at Los 


Angeles. 


Upper center, Aubrey L. Maley, The Broadway-Hollywood, president; left, Al Haskin, 


Western Auto Supply Company, chairman of the board of directors; right, Harry H. Hamilton, 


Hensley's, Santa Monica, vice-president; 
Light, secretary-treasurer. 


lower center, 
A very comprehensive program of activities is planned for the 


Ralph T. Dickey, Bureau of Power and 


coming year— 
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Father's Day Plans 
Take Shape 

The official 1940 Father's day display set 
will be distributed to dealers at cost, it has 
been announced by the National Council. 
Ihe display set consists of four pieces, to 
be sold for $1 a set. A plan to sell Father's 
day stamps to participating stores in order 
to finance the cost of publicizing the pro- 
motion has also been inaugurated and the 
stamps are now available at a price of $100 
for 25,000. Both the display sets and stamps 
can be obtained from the National Council 
for the Promotion of Father’s day, 625 Madi- 
son avenue, New York City. 


Carstairs Makes Tests 
On Lighted Displays 

Attractive lighted displays, 3% by 14% 
inches, are being distributed by Carstairs 
Brothers Distilling Company, Inc., to select- 
ed licensees in test areas along the Eastern 
seaboard. The units consist of a “Lumaline” 
tube mounted on a brown Bakelite base. 
Decalcomanias on the tubes convey the short 
sales message. The lettering on each tube 
is so arranged that by turning the tube the 
wording can be changed from horizontal to 
vertical, depending on the space available 
for the display. 


Joseph Blose, 23, Dies 
Of Blood Disease 


Joseph Blose, 23, an employee ot Joseph 


EK. Podger Company, Ine., Philadelphia, 
died February 20 of a rare blood malady. 
Although one of the youngest men asso 
ciated with the display, art, and sign field, 
Blose had much to do with the development 
of the industry in the Philadelphia area. 
Young in years, he had been with the Podge 
organization for six years and was general 
plant manager at the time of his death. His 
home was in Pitman, N. J. 


S. J. Schile Elected 
Minneapolis Head 

The Minneapolis Display Guild has elected 
S. J. Schile, S & L Company Stores, to the 
presidency of the organization during 1940 
He will be assisted by the following staff: 
Lyle Mix, Maurice L. Rothschild & Co., 
vice-president; Victor Berseth, B & B Dis- 
play Company, treasurer; William Tobiaca, 
John W. Thomas & Co., secrétary. 

\ display clinic will be sponsored by the 
Minneapolis group in May at Winona, Minn. 





Windo-Craft Displays 
Changes Location 

\s of March 1 the manufacturing plant 
and general offices of Windo-Craft Dis- 
plays, Inc., are located at 1233 Main street, 


Buffalo, N. Y. The move gives the firm 
more than 20,000 square feet of production 
space. The retail display materials store 


and installation department are located at 
737 Main street. 


Fisher Conducts 
Display Class 

\. I. Fisher, advertising manager, Zion 
Cooperative Mercantile Institution, Salt 
lake City, is conducting a class in display 
a: Weber college, Ogden. 
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New! 


MADE OF 


LUCITE 


THE TRANSPARENT 


“Lucy* 


HOSIERY 
FORM 


Orders filled promptly from 
stock — OR — have your 
jobber order these for you. 


L 101—Women’s Knee High 
20 i 


0 in. $4.75 

L 102—Women’s Thigh High 
23 in. $5.25 
paw 9» SOBEL DISPLAY FIXTURE CO 
PATENT = a, 
117-913 143A GRAND ST. 


47 






INC. 


NEW YORK 














Ri iE Goat Pe NIL 


at 


» exquisite Interiors ° 
enhanced by Royalchrome 


Write for big, new 
catalog ...84 pages 
of real values. 


cloth fabrics, Royalchrome is hard 


out and easy to keep clean. 


158 N. MICHIGAN AVE., Dept. C 
NEW YORK LOS ANGELES 








Royalchrome is superb furn‘ture for the mil- 
linery shop—or for any store interior. Con- 
structed of only first-quality materials, it 
maintains its attractiveness for years. It is 
extra comfortable, too. Upholstered in guar- 


anteed Tuf-Tex leatherette, genuine leather or 


to wear 


ROYAL METAL MFG. COMPANY 


CHICAGO 


TORONTO 

















[] STAR FISH Natural, Asstd. Sizes, Doz 
[ ] SEA FANS Natural, Asstd. Sizes, Doz 
[] GIANT SEA SHELLS Pink, Doz 


Materials - Fixtures 


GENERAL 
DISPLAW 


CORPORATION 





Gallon 


[ ] CORAL Natural, aver. 2-lb. pieces, Ea 


Specify the Quantity of Each Item. 
Mail Your Order at Once! 












CINCINNATI, OHIO 


YOUR NAME 
CITY & STATE 


COMPANY 
ADDRESS 


For Your SUMMER SEA DISPLAYS 


[ ] SMALL SEA SHELLS—Asstd. Sizes, 


$7.50 
$3.50 
$8.50 


$8.50 
$1.00 


























SAVE MONEY 
Cut Costs ey 


with 
MARVEL LAMPS 


Low Price—High Quality 


We are the only lamp factory in America 
whose production is on the double basis of 
low price and highest quality. With our 
large factory facilities, we are equipped to 
give complete service and can supply every 
type of bulb in standard use—plus many 
special lamps. 


As the leading independent lamp manufac- 
turers in this country, our products have 
earned an enviable reputation for fine qual- 
ity—a reputation earned by a long record 
ef complete satisfaction of our customers. 


More and more display users and manufac- 
turers throughout the country are enjoying 
the advantages of Marvel quality and serv- 
ice. The trade name ‘Marvel’ is_ their 
assurance of economy and high lighting 
standards constantly maintained and guard- 
ed by our research laboratories. 


MARVEL LAMP MFG. CO. 


FACTORY: HOBOKEN. N. J. 


MILEO 


MANNEQUINS 


chosen by the better stores 
FACES of distinction; charming, 
sophisticated. 


FIGURES CORRECTLY PROPORTIONED 
to display all new dress and coat styles. 


In standing and flexible effects, including 
the new ‘“‘action” poses. 


Write for Photographs 


7 West 36th St., Soe ey 




















natural, 





NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 


faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 


re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


58 W. Washington Blvd. Oak Park, Ill. 





USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 








$2.00 Per Column Inch — CASH WITH ORDER 


DISPLAY WeoRtse 


DISPLAY STUDIO PROBLEMS 
XIX. SALES PROCEDURE 
[Continued from page 26] 
altogether untamiliar with the 
and the discussion 


net be studio 


representative subject otf 
when the first contact is made. 
First call material should consist of photo- 
copy of the direct mail 
to refresh the prospect's 
similar to the 
anticipated the 
and 


graphs, a advance 
ietter and brochure 
memory 
type 
prospect 
other 
tablish confidence 
to perform. If the 
information as to the 
advanced, 


sketches of ideas 
which it is 


interested in, 


ot display 
might be any 
might es- 
and give ability 
prospect is an important 
financial stability 


“evidence” material—which 


proof ot 


one, 
of the 
tion dictates. 

The first call is the 
following calls forms the 
which success with the 
endure. In 


studio might be as discre- 
foundation for all 


and basis upon 
prospect may or may 
that the 


position 


not evolve and. order 


studio may be in a 


effectively to 


representative 
discuss the problems of the 


prospect's display requirements, it is advis- 


able 
full descriptions, 


sales stories and 
resume of 


merchandise 
together 


to secure 
with a 
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the outstanding features of the merchand 
or products to be dramatized. With these 
mind and the purposes for which the pri 
pect intends to employ the display, the n 
point of discussion is the amount tentative 
This inforn 
in many d 


appropriated by the prospect. 
obtained tactfully 
dependent upon the 
conversation 


tion can be 
ferent 
conclusions as the 
Then must follow 
a rough drawing or 
move, or 
finished 


ways, salesmat 
progress 
a decision as to whet! 
idea sketch is the ne 
if it would be preferal 
drawing of a 


necessary 
to submit a 
idea, 
sion, 


up. 
The 
long one, 
of the most apparent factors. 
important problem in every 
many 
loss status of a job. 
out fear of losing the 
is simply self-protection to arrange for co 
to cover the 


story of sketch versus sample is 


and I shall dwell only 


studio, and, 


instances, 
prospect's 


cost of a 
however, 


pensation 


sample. In many cases such 


by Anthony Brinker 





‘HE TAKES » 
. AMATEUR ¢ 





PRVINGS FAVORITE HOBBY IS STAMP | 
COLLECTING 


FORMERLY ASSISTANT 
ADVERTISING MANAGER _ 
DAVID WILLIAMS COMPANY, 
PUBLISHERS OF 
TRADE MAGAZINES... 


IRVING- C. 
LLLUL PGE 


DISPLAY DIRECTOR, 
R.H. MACY &CO., 
NEW YORK CITY 

* 


7" CAME TO MACY'S 
DISPLAY DEPT. 
IN 1923... 








(QVAS WITH A HOSPITAL UNIT OF 
THE AMERICAN RED CROSS IN 
FRANCE DURING THE WORLD WAR... 


as might be brought out in the discu 
or if an actual built-up sample wou 
be the next more impressive form for folloy 
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If it is possible wit! 
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We'll skip the propaganda about 


PHOTOGRAPHIC 
BLOWUPS 


After using ovr displays in his home 
office, a leading executive of one of 
the nation’s largest corporations had 
this to say in a bulletin sent to his 
branch managers in a dozen states: 


“This company (Stites Portrait Com- 
pany) is an old and_ established 
organization in the photo enlargement 
field and you will note by checking the 
price list that quotations are such as 
to permit a considerably greater use of 
enlargements in displays than in the 
past and this was the purpose in mind 
in making purchase arrangements with 
this organization.” 


This customer is only one of many 
who has learned that he can cut his 
display costs in half or he can double 
his displays without adding to the 
cost. Our pledge is guaranteed qual- 
ity enlargements any size, offered at 
about half the usual prices under a 
policy designed for volume with utmost 
efficiency. 
Write Today for Price List 

@Hand Colors @Sepia @Black and White 


STITES PORTRAIT COMPANY 


SHELBYVILLE, INDIANA 
“Quality Art Since 1899” 














IT'S ABOUT DISPLAY 


YOU'LL FIND IT IN OUR 


NEW CATALOG NO. 61. 
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agreement is difficult to get because the 


prospect feels that the proposition should 
be a gamble on the part of the display 
builder. If this latter condition prevails, 
it is a matter of choosing whether the spec- 
ulative possibilities should be accepted unter 
the circumstances. This phase of studio 
operation can never, as I see it, be elimi- 
nated, but much can be done to relieve the 
situation by a frank and inoffensive discus- 
sion of the expense involved in submitting 
ideas in their different forms. 


It is often preferable actually to produce 
a sample display rather than to expend good 
hours poring over sketches which, to the lay 
A sample o1 
display model gives a concrete picture of the 


man, are hard to visualize. 


exact thing the buyer might expect to get 
Of course, in the matter of large booth 
exhibits a sample is impossible and models 
are extremely costly. 


The second call is usually the return with 
the concrete idea. Reactions are obtained, 
corrections arranged, complete copy and 
color scheme outlined, costs submitted, and 
comparison with budget made. Some possi- 
bility exists for closing the deal on a second 
call if the idea is sufficiently in line with the 
requirements specified by the prospect, but 
experience indicates that in most cases it is 
necessary to make at least three calls before 
the deal is closed. 


Reverting back to the sample versus 
sketch idea or presentation, an important 
thing to bear in mind when displays of the 
smaller type are involved, is that the sample 
should be no better than the finished produc- 
tion job. By the same line of reasoning, a 
beautiful sketch should not be high-lighted 
or shaded in any manner which might con- 
fuse the prospect. By comparison, the pres- 
entation of a sample is less apt to give mis 
leading impressions. If the idea is well 
formulated and practical, it is often possible 
to start with the raw materials involved and 
create a sample with much more originality 
than if an idea is long pondered over for 
sketching. In my own sales experience, | 
have found it necessary, in order to close a 
deal for quantity production on window dis- 
play set-ups of the smaller type, first to 
submit idea sketches, then a small scale 
sample of the proposed unit, and finally a 
completed assembly in full size before the 
prospect is thoroughly convinced that we 
are offering him the display that would 
properly present his merchandise. 


Summing up the operation of the display 
studio sales department, if it is to be effec 
tive and successful, constant thought an 
alert management and supervision are de- 
manded. Sales ammunition is productive 
only when properly aimed. The expense of 
selling is too burdensome as an overhead 
to be neglected in the matter of production 
control. 


the program of—first 


My own sales code is dedicated to 
having an idea to 
promote that has more than an average pos- 
sibility of execution as a tangible product; 
second, seeing that the idea is presented 
in the most practical and consistently in- 
expensive manner; third, plugging at the 
prospect with sales ammunition that has a 
reasonable chance of resulting in a closed 
and sales go hand in hand 


deal. Ideas 
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YDRAMATIZE* 


any display 
INSTANTLY! 


\ 
. ~f* 


~C 


Quickest, Easiest. Lowest- 
Cost way to more and better 
light in your windows! 


No matter what you sell, you'll sell it faster if 
it's dramatized with Birdseye lighting! And no 
matter what kind of fixtures you have, if they've 
got sockets—Birdseyes will fit them without a 
single alteration! 

Inside-silvered, self-reflecting, Birdseyes de- 
liver more and better light right where they're 
aimed-—on the goods! And you aim them with 
a simple touch of their swivel sockets! 

Result: Floodlighting that really floods . 
highlighting with a kick to it . less waste 
in sidewalk spillage, none in ceiling loss. 

Plus savings in current. Because you can 
replace ordinary high wattage lamps with 
lower-wattage Birdseyes—and get the same 
amount of light! 

Investigate! Write Birdseye Electric | =— 
Corp., 335 Carroll Street, Brooklyn. Ko: 
N. Y. Canadian Agents: Ideal Elec- 107 
tric, Inc., Montreal, Canada. Joa 





BIRDSEYE REFLECTOR 
LAMPS 


& 





FLOOD SPOT 


TUBULAR SWIVEL 
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BLACK 
LIGHT 


for Fluorescent Displays 


Wonderlite 


Ultra Violet Lamps 


Screw into reflectors like ordinary lamps. 
Produce brilliant effects on fluorescent 
paints on backgrounds, costumes, drapes, 
etc. No transformers or auxiliary equip- 


ment required. Use 105-120 Volts AC or 
DC. Write for Bulletin. Prices: 50 Hr. 
300 Watts—$2.00. 200 Hr. 325 Watts—$3.00. 


300 Hr. 500 Watts—$4.00. 


WONDERLITE COMPANY 


14-W Northfield Ave. West Orange, N. J. 




















Baseball “Eye-Catchers” 





Attractive, humorous, timely caricature base- 
ball players. 18” high—full round—made 
of moulded superlatex—unbreakable. Specify 
your home team’s colors—$5.50 Each. 


We manufacture a complete line of miniature 
dressed and undressed ladies’ and men’s fig 
ures, etc. . . . Quantity production and custom 
specifications our specialty. 


CREATIVE ART DISPLAY CO. 


Manufacturers of Moulded Displays 


36 West 34th St., New York, N. Y. 








good 
adver 


You spend 
money tor 
tising cutouts or 


ARDBOARD 
. EASELS gers, pert 


is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out 
live your display card. Write for samples today 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 














HEXCHROME 
COLOR-IN-MOTION 
LIGHTING 


Your Dealer or 


GoldE Mfg. Co, 


1214 W. Madison St. 
Chicago, Ill. 
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ITS A 9 BOY! a7 


4 














NationalbLaby Week 


National Baby Week comes in 1940 during 
the period of April 29 through May 4. 

\lthough not 
tion standpoint as 


as important from a promo 
the other events 
Baby Week is 


from 


some ol 
which occur during the vear, 
entitled to 
the display department, which can work up 


recognition—particularly 

comparatively inexpensive displays featuring 

the event and thus permit the store to tie 

in with the idea at low cost. 

of course, that 
girl, V. M 


Penney Company, Lansing, 


The angle to be stressed its, 
ot eitts ior the 
Curto, the J. C. 


Mich., has done an excellent job of this type 


new boy or 


of presentation in the two displays illus- 
trated here. 

much. the 
\ background treatment, 


framed pictures of babies, and 


The character of the display is 
same in each case. 
flanked by 


an inclined displayer bearing gifts make up 


—These two displays were by V. M. Curto, 

J. C. Penney Company, Lansing, Mich. Slant- 

ing displayers held gift suggestions. The cir- 

cular displayer was cut away in the rear so 

that a mannequin, clad as a nurse, could be 
placed as shown— 
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the windows, as is seen in the photograp! 

In the “It’s a 
ground panel was framed with strips of a 
decorative paper showing children at play 


Boy” display the back 


The semi-circular displayer was cut away in 
the rear so that a mannequin, dressed as 

nurse and carrying a child, could be placed 
The front 
player, which was of wall board, was painted 
in a ribbon effect. The window card was 
worded: “National Baby Week .. . be it a 
boy, a girl, or not-yvet-but-soon from 


as pictured. edge of the dis 


select 

these gifts.” 
Practically the used 

for the display 


same treatment was 


seen below, except that a 


cut-out painting of a baby furnished thi 
background decoration. 
Wold Issues 
Catalogue 

The Wold Air Brush Manufacturing Com 
pany, 2173 North California avenue, Chi 


cago, has just released a very comprehensive 


air brush catalogue, including a_ helptul 


article on air brush theory and_ technique 


Copies are available on request. 
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Chicago Has Record Crowd 
At Monthly Meeting 

Setting an all-time record, 275 

ttended the Chicago Display Club meeting 
eld on March 4 at the Chicago Lighting 
nstitute. The members and guests heard 
iddresses by James M. Ketch, General Elec- 
tric Company, Cleveland; Edwin D. Tillson 
and Harold H. Slavitt, both of the Chicago 
Lighting Institute. A demonstration of fluo- 
rescent lighting followed. 

The crowd overflowed the usual lecture 


persons 


hall to such an extent that it was necessary 
to divide the spectators into two groups 
which alternated in listening te Ketch and 
witnessing the demonstration. A number of 
illuminating engineers were guests of the 
club for the affair. 

Ketch’s talk was of an inspirational na 
ture, giving his listeners a report on conclu 
sions drawn from his experiences in lighting 
with stores of all types. Tillson, with the 
aid of charts, showed the results of exhaus- 
tive studies of various types of reflectors 
and their positions around a store interior. 
He also mentioned that the extremely rapid 
growth of fluorescent lighting has caused 
many erroneous impressions of its proper- 
ties to be formed. Slavitt demonstrated the 
various types of fluorescent fixtures. 

Displayvmen from Racine, Wis., Gary, Ind., 
\urora, Joliet, and Elgin, Ill, were present 





Dwiggins Is Speaker 
Before N. |. A. D. M. 


Che Northern Indiana Association of Dis 
play Men met Tuesday, March 5, at the 
Hotel Oliver in South Bend. The speake 
of the evening was L. J. Dwiggins, Reyburn 
Manufacturing Company, Chicago, who dis- 
cussed “Bringing the Customer to the Mer- 
chandise.” Earl J. Redden, South Bend, 
spoke on “Showmanship and Business.” 

The seventh annual banquet of the N. I. 
A. D. M. is scheduled for the evening ot 
April 15 and will be held at the Oliver. The 
following committees have been appointed: 
Frank G. Bingham, Robertson Brothers, gen 
eral chairman; L. L. Swartz, Harold A. 
Smith, L. G. Harris, Clifford Tipp, tickets; 
Fred Hartman, Edward H. Basker, Leo Ball, 
Kenneth Winn, Jr., decorating; William J 
Neutzman, H. C. Kristowski, Edward V. 
Young, program; Leslie Moorhead, Dan F. 
Ganger, William Tusing, entertainment; 
James Tolle, Virgil Healy, Paul Busalski, 


publicity. 





H. G. Cranston Joins 
New Sears Unit 

Formerly display and advertising manager 
for Arthur Caddel Company, Paris, Texas, 
and more recently with Dover's, Beaumont, 
H. G. Cranston has resigned the latter posi- 
tion in order to head the display and adver- 
tising department of the new store of Sears 
Roebuck & Co., Paris. 





Arkow And Parks Win 
Display Contest 


First prize in the Fleisher Yarn window 
display contest has been awarded to Edward 
»S. Arkow, Gimbel Brothers, Philadelphia. 
In the Bear Brand yarn contest, also held 
recently, first prize went to Ray W. Parks, 
Leavitt Stores, Manchester, N. H. 
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One of the Most Attractive Materials Ever Produced for 
BACKGROUNDS, FLOORINGS & DECORATIVE PURPOSES 


A New Coated Textile 
Ina Brand New Effect 


LATTISEEN 


Is Now Ready for Your Display Windows, Interiors and 
Little Shops within the Store 


Write for Samples and Information 


THE WEISS < KLAU CO. 


462 BROADWAY, NEW YORK 
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Y yy Good 


orm 


with 


OS) asrol FIXTURES 


24 West 4Oth Street 
> a Ae On a Ga Ou im i 


TELEPHONE PENNSYLVANIA 6-2600 











HALF CURVE HALF ROUND 


(Concave—1” Fluting) (Convex—1” Fluting) 


20 FEET LONG 
40 INCHES WIDE 


$ 2.45 PER ROLL 


LIST PRICE 


| GLOSS FINISH! RADIANT COLORS! 


Canary Yellow e Nile Green 
White e Ivory e Napoleon Blue 


| ABACOT DISPLAYS, INC. 


“3 «626 E. 22nd ST., NEW YORK. N. Y. 


SEND FOR OUR CIRCULAR—43 ILLUSTRATIONS OF TIMELY CORRUGATED, FOILS, 
VALANCES, LEDGE, FOUNTAIN AND BACKBAR DECORATIONS, BORDERS, ETC. 























- « BAMBOO 


Put that Tropical Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 
Immediate delivery from the largest stock in the 
U. S. All sizes from % inch to 7 inches in diameter. 
Write for samples of Fabricated Bamboo and 
Bamboo Screening. 
PACIFIC BAMBOO PRODUCTS, INC. 
6701-15 Eleventh Ave. Los Angeles, Calif. J 







































































WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 














145 to 15l 
W. 18th St. 
New York 


Write for New 
Catalogue “D” 












yAIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


AR AAR PATI 
CARSTENITE 


(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSigns ® Backgrounds 
@ Displays @ Fixtures 
Send for free Sample and Literature 


Carstenite Sales °** Oo; Keon 


JUST OFF THE PRESS 


OUR NEW 1940 CATALOG 
Forty Pages—An Idea on Every Page 


IT is FREE FOR THE ASKING 


THE FIXTURE MART Ine. 
314 W. JACKSON BLVD. CHICAGO 





Send for the 


“In 1891 
















































ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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—Louis A. Banks, The Hecht Company, Washington, created this motion display for beach 
The row of mannequins across the background were placed on a ‘'swing'’ which was 
kept in constant motion to and fro— 


weor. 


Fifth Avenue Plans 


Summer Display 

Fifth avenue, New York City, will become 
an “Avenue of States” during July this year. 
Flags of the forty-eight states, flanking the 
Stars and Stripes, will be flown between 34th 
and 58th streets, with the each 
block showing special window displays to 
tie in with the particular state assigned to 


stores of 


their area. 
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Masterson Addresses 
Cleveland Club 

C. T. Masterson, 
pany, Cleveland, was the 
at the February meeting of the Cleveland 
Display Club, held at Nela Park. The sub 
ject of the demonstration and lecture was 
“Fluorescent Color Lighting of Displays in 
Window Interior.” 
was reported. 









Klectrie Com 


featured 


General 





speaker 










and A good attendances 
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USE TEXTIL-BARK 


Pats. Applied For 


A natural, flexible ma- 
terial — unbeatable for 
creating strikingly dif- 
ferent outdoor trims. 
Simply wrap columns in 
sports depts. to obtain 
natural appearing trees. 
A hundred uses. 

STANDARD SHEETS 
3x8’—$4.00 4x8’—$6.00 
Made Exclusively By 


TURN-IT-DISPLAYS 


MINNEAPOLIS, MINN. 














A. G. Seaman & Co. Inc. 


MFRS. OF MODERN DISPLAYS 
Forms, Fixtures and Mannequins 
CATALOGS ON REQUEST 
31 West 34th St., New York 

















THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 














Birds and Animals 


For ain He 
Window Displays & < 
Also Glass Eyes for Manikins, Animals and Birds 


Schoepfer Taxidermy Studio 


1200 Broadway at 29th St. New York City 


SHOW CASES 


For every purpose—Write for Catalog. 


Detroit Show Case Co., Detroit, Mich. 























THE "MORAL ISSUE" IN DISPLAY 


[Continued from page 461 

the attention of the potential shopper. But 
heyond compelling attention or perhaps in- 
spiring an admiration which will be trans- 
mitted by a vocal enthusiasm from one indi- 
vidual to another, these types of display do 
hot carry a “pull” whereby the window 
gazer yearns to come into the store and 
ictually handle the goods. Admiration and 
appreciation are not synonymous with sales 
ippeal. Analyzing window displays from 
every standpoint leads to the conclusion that 
the onlooker either goes his way with an 
xcellent impression of the window as a 
heautiful picture or else enters the store 
ith the desire to possess. In the latter case 
le sale is practically already made. 
Now there is a psychological phase which 


DISPLAY WORLD 


is somewhat difficult to present. It is this. 
\ customer purchases merchandise because 
he needs it, or desires to own it. Display 
creates the latter. Many types of merchan- 
dise are slow moving because the shopper 
can see no need for purchasing. They ap- 
parently stand by themselves as_ neither 
necessities nor as articles worth while hav- 
ing notwithstanding their beauty and nov- 
eltv. They may have utility but fail to make 
an impression. In other words, the real 
justification for the existence of the item is 
missing. By argument and discussion or 
by the written word, one may be convinced 
of the moral issue. This is shown by prov- 
ing that the article is not to be considered 
as a separate thing, subject, or unit by itself, 
but 1s in reality an integral part of some- 
thing else, i. e., part of an ensemble, its 
absence resulting in an incompleteness. A 
walking stick is a unit by itself. A display 
of walking sticks only calls attention to the 
sticks as sticks. When considered as a very 
necessary part—not as a mere accessory 
of a dress ensemble, but part of the uniform 
so to speak, with cutaway, striped trousers, 
gloves, and formal hat, the moral issue is 
instantly proclaimed—the justification for 
existence. As a mere walking stick it may 
possess no particular appeal. “I may get one 
of those sometime.” As a part of something 
else it is a necessity. Recently a woman's 
walking stick with a handbag attached has 
been introduced. Its moral issue is at once 
apparent. In fact, it carries several moral 
issues or reasons for its existence. The 
stick is not only an aid to walking, tramping, 
hikes and so forth, but the handbag being 
attached renders one arm free where other- 
wise it would be engaged in holding the bag. 
It carries a sales appeal not as a unit by 
itself but because it is a part of an outfit, 
something which completes the costume. 

How should or rather how can this moral 
issue be displayed? How can it be evinced 
so as to appeal at once to the eye as it can 
be orally addressed to the ear? 

Take this instance. It may be somewhat 
far-fetched but all the better. We are all 
familiar with lip-sticks both to our joy and 
occasional dismay. The lipstick is an ac- 
cepted article finding repose in every wom- 
an’s handbag. Its moral issue is twofold. 
First it adds color thereby enhancing beauty, 
and second, it performs a function by pre- 
venting chapped lips. Men's lips chap, too. 
Would a colorless lip stick for men be accept- 
able? And were you asked to design a display 
for them would you fill the window solely 
with them? Of course not. Men wouldn't 
be caught looking at the window. Those 
who would might amuse each other with 
near-witty remarks and engage in some such 
mild form of buffoonery as throwing kisses. 
No, the display would be a flop no matter 
how well executed it was. But design a 
display emphasizing chapped lips, the difh- 
culty in smoking, the cracking, the soreness 
and annoyance, and then subtly subordinate 
the lipsticks, a commodity new for men, and 
you will have effected what you were after. 
The lipsticks demonstrate their own moral 
issue. Men realize what a utility they are. 
They take the subject seriously. 

Demonstrating and displaying the moral 
issue brings the merchandise right home to 
the buyer and he regards it as personal to 





53 


ATTENTION 


\p }40 


2, 


FOR OUTSTANDING 
artistic WINDOW 
ano INTERIOR = 
DISPLAYS 


141 WEST 40+ ST. 
NEW. YORK CITY 


TEL. CHICKERING 4-4737 








FOR OUR SPECIAL 
10th ANNIVERSARY 


We are granting on each combination order 

of $25.00, on our sleeve forms and fixtures, a 

$10.00 electric turntable FREE! This offer 

good for 30 days For example 

1 Men’s Papier Mache Head $5.95 
pr. Goodman Patent Sleeves (men) 3.00 
pr. Goodman Patent Sleeves (balloon) 3.25 
pr. Goodman Pat. Sleeves (stud., boys) 2.50 
or. Goodman Patent Sleeves (women) 2.50 
Rae Drape Model Coat Form 3.00 
Streamlined, Chromium Base 2.00 
New Goodman Flexible Mirror 2.80 


$25.00 


messare 
band (white, 
gold, or blue) 
for turntable, 
with mirror 
top to match 
Or any type 
of metal fix 
tures to meet 
your specif 





- - needs 


GOODMAN gcc Form COMPANY 


19 West 34th St., New York, N. Y. 
Distributors Wanted 


ITHIN THE REACH OF ALL 








The Fountain Air Brush 


The AirBrush of the Particular Artist 





A NEW AIR BRUSH FOR 
THE DISPLAYMAN 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, Ill. 
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him. To illustrate this possibly ambiguous 

r sentence I insert this experience. A drug 
ODDORTU ey ry FXCHANG gist was discussing his business and lament 
ing the generally bad buying conditions. H« 


was already accustomed to chain store com 
petition but said that he could not under 


N ALESMAN stand the falling off of purchases of standard 
MANNEQUI 3 drug store merchandise. Surely peopk 
; needed as many hot water bags, toot! 
Leading manufacturer of display mannequins wants full time sales representative to brushes, dentifrices, toilet articles, writin; 
sell on road and in New York City vicinity. Must have pleasant personality, have paper, and perfumes as they ever did, an 
had experience in and a flair for display and preferably have wide acquaintanceship he had as usual featured such things in his 
among display managers. Commission basis with modest drawing account. Please windows. Display installation services ha 
from time to time given him some attractive 
exhibits but sales were not noticeably in 
Address “FIGURES,” Room 1101 creased. After some dissertation regarding 

Care DISPLAY WORLD pag penal own soe 
175 Fifth Ave. New York City plays, 1 suggested that he devote one win 
dow to purely personal items, grouped ac 
cording to their use. Hair tonics, creams 
JOBBERS WANTED SALESMAN tooth pastes, brushes, and other items used 
an : s . in the morning on one low stand, stationery 
To handle a line of display fabrics 4 ; writing sets and articles used during the day 
manufactured by a large reputable Substantial salesmen are representing din: senile nasa, “ah Tech, Snlbias,. Menkes 
concern. our merchandise as a sideline with great bags, eye washes, and lotions, all of which 











give full details in letter. 








Special fabrics for exclusive trade; success. We have complete window dis- are ordinarily used before going to bed, 


also popular price line for volume 
trade. 


plays for department stores, chain stores on a third elevation; background and bases 
and specialty shops. Still have open ter- all in white with a placard on the reat 
ritory and if interested, write for full from which red ribbons led to the three 


Address “FABRICS” information. groups, and in script the words, “The Drug 


Care DISPLAY WORLD 7 Store is your Personal Store.” This idea 
Reem 2101 178 Fifth Ave. The Mutual Display Mfg. Co. purposed to emphasize the thought that even 


. though the drug store has developed into a 
° 1101 Power Ave., Cleveland, Ohio 5 2 
New York City department store, restaurant, toy, and book 


store, it is still primarily a pharmacy. It 
is the store where personal and intimate 








Want A Better Job? Learn Window and Interior 


. . 9 e 
Distributor Ss Opportunity Store Display, Showcard Writing, Background articles are purchased. The real moral issue 


nee i ; : Design. Retail Advertising — Sales Promotion. of drug store merchandise was brought di- 
Exclusive distribution rights will be Advertising Copy and Layout. Courses for begin 
given in each oft the large cities for ners and_ professionals Individual, practical 

4 . : alining. Placeme po 2S kle ? ‘ P 4 
dealer or organization contacting all training. Piapemeet sppertenities. Rookest Lvs I might set forth other instances but it 


kinds of department and other stores. DISPLAY INSTITUTE would sound like an attempt at personal ad 


It is best that he be able to finance a 119 W. S7th St., New York Columbus 5-5519 vertising. My interest in window display 


rectly to the window gazer. 





stock or newest type electric turntables arose in the first place because I used silently 
(fully guaranteed) and mtaintain active to 
field contact in his territory. ADVERTISING—HOME STUDY—The Adver 4 : Sweet 

é tising Minded Displayman is qualified to make often disregarded the elementary principles 


Address “TURNTABLE” ee ee ee are eee ae of proportion, balance, and unity. It jarred 


this long established school. Common = school ; ‘ : 
Care DISPLAY WORLD education sufficient. Send for free booklet out my architectural eye. If emphasis were 

Room 1101 175 Fifth Ave. seca tianlian: dieneinlcmibiatimnanmes desired it could still be obtained without 
New York City PAGE-DAVIS SCHOOL OF ADVERTISING the over use of artistic or poetic license 

3601 Michigan Ave., Dept. 2666 Chicago Too many good designers go overboard 





wonder why the display technician so 








= <Ambition is dangerous and tricky, as Caesar 
peg 4 in ve se Store Display, Back found out. Once determine the moral issue 
fro ¢ esig ren: ais y adeas; v ) ‘4 H Se ° ° . 

t On eee ee ee Wanted—I:xpert display and advertising of the product to be displayed, and the skill 








tion Displays; Show Card Writing; Advertising ; , . - . 
Copy and Layout. Personal Training—Individ man for high-class clothing and furnish- in creative art can be intelligently utilized. 
ual Advancement No Correspondence Courses ings store located in. Florida. Must be ; 


THE RAY SCHOOLS excellent card writer and capable of pro- Pans © See ae 
William F. Ray, Pres.; J. Duncan Williams, Dir. ducing smart, selling windows. WHITE Lack Of Display Materials 
Dept. DW3, 116 So. Michigan Blvd., Chicago. & WHITE, INC., Pensacola, Fla. Is London Problem 
Our correspondent in London reports: 
A PRACTICAL WORKSHOP FOR rapid ad “For this spring there are already indica- 
a Sa POSITION WANTED tions that British display is brightening up. 


vancement in window display and interior dis ‘4s : 

play Dept., chain and independent store meth thea A age. Yet —- wishes to _— As I said ina previous letter, the real prob 
mds . ing ) . es eee connec on departmen store or speciality . , - . . - 
on atek aanes ‘ adi gna ngs er shop. Ten years’ experience in department stores lem is to get hold of decorative novelties for 
decor: * papers ndividual problems solvec - . . . 

F in South and Midwest. Creative artist with se ‘ , -  ¢ > 
tt tuition tees CENTRAL DISPLAY original ideas tor outstanding displays. the Be mostly Came fom the continent o 
tgp ae by New York State), 149 \ddress “C. J.” Europe before. It means that display man 

as n , ew York City. - irc i ate . : . | 

’ City. MU 4-9436. Care DISPLAY WORLD agers have got to improvise with whatever 
they can procure. Waste products from tac 
HOME ST tories are being investigated in order to see 
and Show + nh at in Wintow Display Representatives Wanted who can effectively pre what possibilities they offer... Already quite 
friting now offered at greatly sent our products to display trade. We are a ee" . : “yy 
nee prices. New, up-to date, authoritative, new concern and have started production with a number of new ideas are to be seen. 
ag and comprehensive Every detail of attractive unbreakable rubber millinery heads. etenisertenensiniintanicnmnnanpsneeee 
the work fully illustrated and explained by Other items will be added to line shortly. 


former instructor at The “Chicago Display All territories open. Communicate direct Max Redman Joins 


School.”” Write for information 
JULES KENNER HYMAN i 
WILL H. BATES, Box 101, Ellsworth, Ill. Tioga & Almond Sts. Philadelphia, Penna. Three Sisters 






































Max Redman has resigned from Gaylard’s, 
Chicago, to take charge of window display 
WANT ADS—Oj all kinds, eligible for the Opportunity Exchange. Only $2.00 per inch. for the new Three Sisters shop at 6316 South 

cash with order. April forms close April 10 Halsted, of the same city. 
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us “CREASE IN HAT UnDistuRsED, «6 sd’ S Impossible Without 
: HAT-STA 

I 

n To Obtain the Proper Results When 

r Displaying Hats 

rd Question: Will you please tell me what I HAT-STA is designed to eliminate the use of tissue paper 
2 can use to remove Epsom salts and stale and various other substitutes commonly used to keep hats 
t] beer solution from our windows? Green from slipping out of shape and position while on display. 
ng Bay, Wis. For Men's, Ladies’ and Children’s Hats! 

it Answer: The crystals can be removed from Standard fitting 1%", 39, also available in 12" and 5”. 
o plate glass simply by washing with warm Can be used on lucite rods. 

At water, following this up with an application $12.00 Per Dozen 

we of Bon Ami. It may be necessary to use a Co A Few of the Leading Chain and Department Stores 

n razor blade to remove any particles that , Row Saag Batata 

ne Bond Clothing Co., New York The May Co., Cleveland 





adhere especially firmly. 








City Mabley-Carew, Cincinnati 
Cl Adam Hats, New York City H. & S. Pogue, Cincinnati 
S ; . ; a L. S. Ayres, Indianapolis Boggs & Buhl, Pittsburgh 
Question: [ will appreciate it if vou can Joseph Horne Co., Pittsburgh Rodgers Peet, New York City 
n , » | y es Ht 3 > cracks i , Rike-Kumler Co., Dayton Pittsburgh Mercantile Co., 
tell me how I can fill in the cracks in the Setepaiiten Clothing Co. Puncbeeeh 
set of display pedestals that I am now mak Dayton Pittsburgh Mercantile Co., 
IS ing oO row: oar ‘ori iss J. L. Hudson Co., Detroit Aliquippa & Pgh., Pa. 
ing out of wall b ard. Cormth, Mi : Higbee’s, Cleveland Frank & Seder, Pittsburgh 
a Answer: Many displaymen have found that Halle Bros., Cleveland : Kaufmann’s Dept. Store, Pitts- 
r , on : ; oe : , h ’ itts- 
9 plastic wood is excellent for this purpose. ae & Cochrane, Pitts Seen 
ty [t is obtainable from any local ten cent store “i Kaufmann’s, Dept. Store, Pgh. Rollman’s, Cincinnati 
Cl or hardware store. \fter the cracks have ADJUSTABLE TO ANY ANGLE DESIRED Max Crone, Wheeling 
ch : : : : WITHOUT TOUCHING HAT JOBBER TERRITORY OPEN 
been filled in and the plastic wood has 
toad dried, the pedestal is painted as desired. y y, & x yr 8 | 
i 1 ! “ KEYSTONE DISPLAY COMPANY 
at Question: What would you suggest for a | DESIGNERS 709 Penn Ave., Pittsburgh, Pa. MANUFACTURERS 
eC window poster problem that we have in 
ug mind? We want to use lettering on glass 
. “— e es 
ea sheets, in a colored crayon effect. Can you d 
en help us? New York City. ut merch an ise 
a Answer: Make the necessary lettering on p _— N * oe _ 
dk the glass with soap, then dust over it with MO | 1O 
It a pounce bag filled with the proper colored in 
te ochre. The powder adheres to the soap. 
ue ; : ; , 
4 Question: We have trequent occasion to 


adhere photographs to wall board using rub- 
ber cement as the adhesive, but when we at- 





















" tempt to-remove the pictures for filing pur- 
poses many of them are torn. What can we 
. do to eliminate this trouble? New York 
y City. 
vil \nswer: A solvent such as benzine will 
si cut away the cement and enable you to 
ed i : ' ; 
" remove the photographs very easily. After 
z one corner has been raised a bit, apply the g 
- solvent to the wall board, gradually peeling . 
4 away the photograph as you proceed. DISPLAY 
ar Question: In making up quantity signs for —— : VW 
: ce os eee “1 ’ : Speed Way Turntables SHO MANSHIP 
uc sales and the like we would like to cut a (15 types D.C., A.C.) 300 
ill stencil which we could use for the body of cage No. ee ho 
d. the signs, adding appropriate copy to the 269DF (D.G.) Turn: Photos and Descriptions 
individual sign as necessary sto cover cer- table, 50 lb. capacity. 
we : IDEAS! Select 
tain merchandise. What should we use to @A WORLD OF MASTER - se estes 
ieee - Elec- from both 1939 Fairs and Store Displays. 
cut the stencil? Peotone, Iil. ed eS bles Designs by the country's greatest design- 
m \nswer: Use a= stencil knife, obtainable * pe tric Reina ers! This new fourth edition handsomely 
° ; : ‘ ee ‘ . 
" trom any display supply store. Cut the outwit sales resistance. pees Be raat illustrated with sharp, clear photo repro- 
ip stencil from heavy paper. Or here is another ages and products pres Use the vital ductions and descriptive text, is invaluable 
‘ . y ° on 3 ; u . . 
f suggestion: Use a glass cutter, laying the and hold it in — = your displays. to every displayman. 
o1 stencil on a eee’ of glass; the cutter is —* a een describing these eDynamic Ideas for Windows eee 
* E ‘ . e . 
ail easily handled in cutting curves and sharp pice en oa as motors, ——- Stage Settings . . « Floors, Walls, 
aurea: oe iae, cota ae ; nci . 
" corners, and makes a clean outline. light controls. Agents in all URING 60 Ledges, Counters and Columns. 
et : 5 ; ‘ 
Export Office Established SPEEDWAY MANUFACTU scmno, Bi er master designer, as a rule, so designs 
- By Nickeloid 39 S. 52ND AVE. c ? a dynamic display that motion largely 
e¢ y Nickelol ; 18 . constitutes that added dramatic touch... 
ite Because the war in Europe has caused a majority of our 300 showings are of that 
shifting in the sources of supply for raw GLASS SILK (SPUN GLASS) dynamic character. 
materials of many nations, the American Beautiful Waterfall, Ice and Snow Effects, Motion “9 os on receipt of re- 
Nick . . ey ee pee . Displays with and without Colorful Lighting, Pure $5.00 Je nt p stpard nmr ip ai re 
Nickeloid Company, Peru, II, has found in- | White—Fireproof and Verminproof. mittance; $5.50 outside U.S.A, 
creased demand for its pre-finished metals Also Glass Tubes, Rods and Gazing Globes Full cloth, 240 pages, 11x8¥%. Weight, 3 
pes ars wale T oe ee If Your Jobber Does Not Handle lbs. Sent by return post 
’s ; many) Bice! mas ets. oO serve this GLASS SILK Order Direct... S$. O¢ c r ST. 
4 Dusiness better, the firm announces the es- Manufactured by 
me tablishment of an export office at 201 North FRIEDRICH & DIMMOCK REEDER-MORTON PUBLICATIONS, Inc. 
ith ei Rip-eliiaiaie ea Factory: Millville, N. J. 500 FLATIRON BLDG., NEW YORK, N. Y. 
Wells street, Chicago. Sales Office: 7 East 42nd St., New York 

















Display 
Worid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


() Air Brushes 
() Airpainting Equipment 
_) Animated Signs 
() Artificial Flowers 
() Artificial Snow 
() Backgrounds 
() Background Colors 
) Background Coverings 
() Booths, Floats and Exhibits 
CL) Brushes and Pens 
[) Card & Mat Board 
_) Cardwriters’ Materials 
CL) Color Lighting 
() Crepe Papers 
CL) Cut-out Letters 
CL) Cutting Machines 
() Decorative Papers 
() Decalcomania 
C) Display Furniture 
[|] Display Forms 
{] Display Letters 
_) Display Racks 
() Drawing Boards 
() Enlarging Projectors 
() Fabrics and Trimmings 
Fixtures 
Flags and Banners 
() Foils 
() Grass Mats 
0) Hosiery & Shoe Forms 
() Invisible Glass 
C) Lacquering Outfits 
{) Lamp Coloring 
() Lithographed Displays 
() Mannequins 
L) Mouldings 
() Metal Sheets 
[) Millinery Heads 
CL) Motion Displays 
[) Motion Mechanisms 
C) Natural Foliage 
(} Pageants & Exhibits 
CL) Plaques (Window) 


ps 
Plastic and Composition Pieces 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks— Window 
Show Cards 

Show Card Colors 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
(J Signs—Electric 

() Sleeve Forms 

CL) Stencil Outfits 

() Stock Posters 

CL) Store Designing 

() Store Fronts 

() Tackers 

CL) Time Switches 

() Turntables 

CL) Valances 

C) Wall Board 

() Window Drapes 

[} Window Lighting 


(1) Do you wish a copy of their catalogue? 
[) Do you plan to remodel your store soon? 
C) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI, OHIO 


DOOOoOOoO0o0o 


Firm 

Display Manager 
Street 

City 
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A new store front for Charles A. Stevens 
& Co., Chicago, aroused much interest in 
the display field when it became known that 
departments using the principal island win- 
dow were charged $200 a day for the privi- 
lege—or a total of some $73,000 advertising 
value placed on the one big window over a 
period of one year. David W. Moyer was 
display manager. 

Harry Bird and J. F. Tally, of the Wana- 
maker organizations of New York City and 
Philadelphia, respectively, sailed for a five- 
month tour of the Orient. 

Charles Wendel, for twenty years with 
Gimbel Brothers, New York City, resigned 
to become manager of a “cloak and _ suit 
house” in Albany. He was succeeded by 
Andrew D. Hopkins, formerly with A. D. 
Matthews’ Sons, Brooklyn. 

Herbert E. Sidenbecker resigned as dis- 
play manager of Hillman’s, Chicago, to take 
charge of display for Kaufman-Baer Com- 
pany, Pittsburgh. The vacancy at Hillman’s 
was filled by Sam Weiss, formerly of The 
Boston Store, Chicago. 

Displaymen of Duluth, Minn., and Supe- 
rior, Wis., formed an organization known 
as Twin Ports Association of Display Men. 

Bert Cultus, Rhodes Brothers, Tacoma, 
resigned his position to become display man- 
ager for Block Brothers, St. Joseph, Mo. 


MARCH, 1930 

Howard Oehler, Wieboldt Stores, Inc., 
Chicago, was appointed director for the 
International Association of Display Men 
convention scheduled for the Hotel Sherman. 

Carl W. Ahlroth, The May Company, Los 
Angeles, won first prize in the national dis- 
play contest sponsored by the Clock Manu- 
facturers Association of America. 

Since the I. A. D. M. convention—orig- 
inally billed for New York City—had been 
switched to Chicago, work was started on 
an Eastern Division Displaymen’s conven- 
tion to be held at the Hotel Pennsylvania, 
New York City. James Northrup, Mur- 
ray'’s, Asbury Park, N. J., 
arrangements. 

Charles A. Merrill, New Adams Company, 
Birmingham, resigned to join the Kaufman- 
Straus Company, Louisville. 

Andrew Matzer succeeded H. S. Van Eck- 
hart as display manager for Thalhimers, 
Richmond. Matzer had been with Jordan- 
Marsh, Boston. 

C. G. Lawrence, formerly with J. C. Rid- 
nour, Inc., Lincoln, Neb., became display 
manager for Rudge & Guenzel Company, 
of the same city. 


was in charge of 


New Display Service 
Is Formed 

N. A. Bernstein, formerly associated with 
the Philadelphia Display Service, has an- 
nounced the formation of a new company to 
be known as NAB Display Service, located 
at 2203 Fairmount avenue, Philadelphia. 


MARCH, 194¢ 








ADVERTISING INDEX 


MARCH, 1940 


Abacot Displays, Inc : 51 
Ace Paper Co 29 
Adler-Jones Co., The 29 
Ajax Box Co., The 4 
Ames Metal Moulding Co 4| 





Becker Sign Supply Co 52 
Besbee Products Co 46 
Birdseye Electric Co 49 
Bliss Display Corp iv, 23 


Carstenite Sales 52 
Chicago Cardboard Co 43 
Creative Art Display Co 50 


Darling Co., L.A 42 
Detroit Show Case Co 53 
Douglas Fir Plywood Assn. Inside Back Cover 
Durable Displays, Inc 45 


Eaton Brothers . 27 
Excelsior Paper Specialties Co 27 


Fixture Mart, The 52 
Flame-Glo Corp ; 46 
Friedrich & Dimmock 55 


General Display Corp 47 
GoldE Mfg. Co ; 50 
Goodman Flexible Sleeve Form Co 53 
Gordon Co., J. M 4 


Hansen Mfg. Co., A. L 45 
Helms Chemical Co 48 
Howard Adv. Co., Lee 44 


International Register Co 31 


Keystone Display Co 55 
Koester School, The 4\ 
Korrect-Way Display Products 21 


Maharam Fabric Corp : 4| 
Manhattan Wood Letter Co 52 
Marvel Lamp Co 48 
Meloy Brothers 39 
Mileo, P. C 48 
Millburn Mills 52 
Mitten Display Letter Co 35 
Monsanto Chemical Co 25 


Opportunity Exchange 54 


Pacific Bamboo Products Co 52 
Palmenberg, Inc., T. C 51 


Redikut Letter Co 53 
Reeder-Morton Pub. Co 55 
Reflector Hardware Co 39 
Reyburn Mfg. Co 43 
Rhinelander Paper Co 19 
RIP Studio 53 
Rohm & Haas Inside Front Cover 
Royal Metal Mfg. Co 47 


Schoepfer Taxidermy Studio 53 
Seaman & Co., Inc., A. G 53 
Service Bureau 56 
Sherman Paper Co 2 
Sherwin-Williams Co Back Cover 
Shoe Form Co 33 
Siegel, Nat 46 
Sobel Display Fixture Co., S 47 
Speedway Mfg. Co 55 
Spindler & Sauppe 27 
Standpat Easel Co 50 
Stensgaard & Associates, W. L | 
Stites Portrait Co 49 


Thayer & Chandler 53 
Turn-It Displays 53 


Weiss & Klau 5! 
Williams, Inc., Jas. B 49 
Woerner Adv. & Mfg. Co 53 
Wold Air Brush Mfg. Co 52 
Wonderlite Co., The 50 
Worsinger Window Service 37 
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EVERY DISPLAY MAN should have 


this new book... re 












WRITE FOR YOUR os 
COPY NOW 


Tf REE/, 


e@ Mr. A. E. Hurst. who wrote ‘“‘How Your Store 
Can Use Douglas Fir Plywood.” is an outstanding 
authority in the field of display. He is the author 
of ‘Displaying Merchandise for Profit,’” published 
last year by Prentice Hall, Inc. He has served as 
a director of the United Business Publishers, pub- 
lishing the Boot & Shoe Recorder, The Dry Goods 
Economist and The Hardware Age. He was gen- 
eral manager of the Economist Retail Services; di- 
rector of the New York Store Equipment Manufac- 
turers Association; and chairman of the Educa- 
tional Committee of the International Association 
of Display Men. He was the originator of the Sel- 
Plus Window Display Service. Mr. Hurst knows 
your needs and has written this 16-page booklet to 
help you solve them. 








@ Most display men have already discovered that Douglas Fir 
Plywood is one of the most willing and helpful materials they 
can use. Now here’s a book that makes Douglas Fir Plywood 
easier to use ... and helps you solve dozens of your display 
problems at the same time. Write for your copy now and keep 


it around where you can refer to it handily. 


It will pay you to keep a supply of Douglas Fir Plywood on 
hand, too. Every grade is now “grade trade-marked” to make 
ordering and identification easy. PLY WALL — Douglas Fir Ply- 
wood wallboard —is the grade most frequently used in display 
work. EXT-DFPA—the grade made with water-proof glue 
to withstand all weather conditions—is ideal for all outdoor 
uses. Both grades are made in convenient sizes up to 4 x 8 
and in a wide range of thicknesses. Your lumber dealer can 
supply you. Douglas Fir Plywood Association, Tacoma 


Building, Tacoma, Washington. 
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This well-illustrated 16-page booklet dis- 
cusses the following: the seven factors of 
display; background construction, both per- 
manent and temporary; interior store pro- 
motions; interchangeable display fixtures; 
exteriors for new building and remodeling: 
and many other subjects of vital interest to 
you. Write for your copy today. 
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AN-A-TRIM corrugated bond surface display medium. 
-A-TRIM METALLIC and EDGING in gold, silver 

; ullic. ee 

LFT heavy crepe paper with corrugated "backing. 


Hens 


heavy crepe paper-t0F rigid surfaces. 


Ras eer 
|-CR printed crepe paper, white corrugated backing in 


A—a Striking and useful display medium in rolls. 


PEDESTAL CAPS. available in both round and oblong types. 
8. DIE CUT ITEM S. Picket fence, lattice and bond corrugated icicles 


Allabove materials formerly manufactured and distributed by Dennison Mfg. Co 
*Distributed exclusively by Sherwin-Williams Distributors. 


A NEW LINE OF VERSATILE 
DECORATIVE DISPLAY PAPERS 


Rounds-out our Complete 
Graphic Arts and Display Service to You! 


Sherwin-Williams announces, with pride, the addi- 
tion of the new Quali-Craft line of smarter, more 
versatile and spectacular decorative display papers 
to their complete line of materials for every Graphic 
Arts purpose. 

Designed to fit your particular display needs, these 
new Quali-Craft Display Papers give you greater 
display value at less cost. Window backgrounds, 
floor coverings, pedestals, appliques, cut-out letters 
and fabricated displays of all kinds are but a few 
of their many practical uses. 

Whether your needs are in the display, art, process 
or sign fields, call in your nearest Sherwin-Williams 
Graphic Arts Distributor. He is ever ready to serve 
you with speed, efficiency and economy unprece- 
dented in the business of graphic arts. He has, at his 
command, five strategically located super-ware- 
houses which insure quick availability of all mate- 
rials, anywhere. His corps of trained experts of paint 
application, processing and airbrush assure prompt 
attention to any of your display problems. See or 
phone him. Or write direct to Graphic Arts Division, 
The Sherwin-Williams Co., Cleveland, Ohio. 


SHERWIN-WILLIAMS Grayohcc Uehs anv Ditgolay DIVISION 








